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Rough Proofs 


Can it be that those smiling faces 
you now see in Washington belong 
to the members of the Federal 
Trade Commission? 


i 


Chief Justice Hughes smacked 
down the NRA like Judge Landis 
spanking a ball-player who tried to 
play hooky on the Fourth of July. 


, VF F 


Gals who use Ivory flakes can get 
Gotham silk stockings at less than 
half price. The only condition is 
that they must promise to maintain 
them in the style to which P&G 
would like them to become accus- 
tomed. 


vv¥#$eegy 


The Chicago exposition celebrated 
a century of progress, while San 
Diego raises it to four. You can 
always count on good old California 
for the bigger and better things. 


vvwgy 

Describing the heroic feats of ex- 
champion Jimmy McLarnin, Davis 
Walsh said that “in the words of 
Henley, he fought the good fight, 
he kept the faith.” Now we know 
where St. Paul got his stuff. 


vvwy 

“Quintuplets” can be and is pro- 
nounced in five different ways, but 
Cecile, Marie, Emilie, Annette and 
Yvonne seem to think this idiosyn- 
crasy is appropriate enough. 


vv¥$seeésesegv 
United States Rubber must have 
taken over Standard Oil of Indiana, 
as U. S. Royal golf balls are now ad- 
vertised to contain live power, too. 


vvwy 

“For sitting on top of the world,” 
1935 graduates are told, “may we 
suggest a silent Corona?” 

Who ever heard of a graduate 
who wanted to sit on top of the 
world in silence? 


7, FV F 
Mary Lewis started as a filing 
clerk at $9 a week, and now earns 
$44,000 a year as vice-president of 
Best & Co. That just goes to show 
what opportunities there are in the 
filing-clerk business. 


vvweg 

Kenneth Collins said recently that 
the NRA hadn’t been properly sold, 
but the members of the Supreme 
Court would have taken a lot of 
selling. 

7, FV FT 

The publishers who hadn’t been 
sleeping nights because they failed 
to print their circulation figures as 
ordered by the code authority are 
now breathing easy again. 


7 ¥ F¥ 


“Speaking of golf,” wired a con- 
tributor, “leave me out, but suggest 
you remind McGregor they missed 
a swell bet when they failed to 
name their dry ice center ball ‘The 
Brass Monkey’.” 

Only Noel Coward could do jus- 
tice to an opportunity like that. 


vvegy 

The Advertising Federation of 
America has defied precedent and 
dared fate to do its worst. It will 
have a banquet at the Chicago con- 
vention without any orators. 


vvwyY 
“Ginger Rogers selects Armour’s 
Meal of the Month.” 
Rough Proofs’ selects Ginger 
Rogers. 


Cory Cus.. 


Copeland Bill Approved by Senate; 
NRA Abolition Stirs Advertising 


UNUSUAL COPY 


May SALE! 


wecy * good on our streamline and 
iE 4 a cars on our = 
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Following a series of humorous 

newspaper advertisements, this 

sale’ copy appeared recently for 

Boston & Maine Railroad. The Bos- 

ton office of Doremus & Co. is in 
charge. 


COL. McCORMICK 
ON PROGRAM FOR 
BIG CONVENTION 


Federation Meeting Is Taking 
Final Form 


Chicago, May 31.—Col. Robert R. 
McCormick, publisher of the Chi- 
cago Tribune, has been added to the 
program for the 31st annual meet- 
ing of the Advertising Federation 


of America at the Palmer House, 


Chicago, June 9-12. 

Col. McCormick, who has .been 
one of the most jealous guardians 
of freedom of the press, also has 
been an ardent exponent of free- 
dom in advertising. He believes 
that much of the recent criticism 
of copy is without justification. His 
views will be stated in detail at the 
general session Wednesday after- 
noon. 

This meeting will be unique in 
that Col. McCormick’s warm defense 
of advertising will be in the nature 
of a rebuttal to another speech not 
so complimentary. This will be de- 
livered by Mrs. Emily Newell Blair, 
chairman of the Consumers Advisory 
Board of the National Recovery Ad- 
ministration. 


News From Washington 


While Mrs. Blair’s official status 
has been obliterated by the court 
decision which wiped out the NRA, 
it is believed that she will give some 
hints as to immediate reconstruc- 
tion plans of the administration. 
Hence, interest in her talk has been 
intensified instead of diminished, by 
recent developments. Her subject 
will be “The Advertisers’ Oppor- 
tunity.” 

John McKinlay, president of Mar- 
shall Field & Co., one of the world’s 
merchant princes, will open the 
Wednesday general session. 

The speakerless banquet Monday 

(Continued on Page 26, Col. 1) 


Price-Cutting Seen As 
Biggest Immediate Peril 


(Other stories dealing with the 
effects on merchandising and ad- 
vertising of the Supreme Court 
decision on NRA will be found 
on Pages 7, 23, 24 and 26 of this 


issue. ) 


Washington, D. C., May 29.—Presi- 
dent Roosevelt indicated at a press 
conference late yesterday that a 
policy of watchful waiting would be 
followed for the immediate present. 
in the meantime, it was indicated, 
careful study would be given to the 
Supreme Court decision which in- 
validated the codes and the Presi- 
dent’s unrestricted power to im- 
pose such codes. A way was being 
sought to salvage some features of 
the legislation. 

The President gave his public ap- 
proval to the statement issued by 
Donald Richberg, which expressed 
the hope that code provisions would 
be maintained until a new order 
is established. The President 
pointed to a batch of resolutions on 
his desk from various industries 
pledging maintenance of the wage 
and working agreements. It was 
admitted, however, that nothing 
could be done if one or two of the 
group decide to do some throat cut- 
ting. 


Abandon Enforcement 


A survey of the situation by Apb- 
VERTISING AGE, 48 hours after the 
unanimous decision of the Supreme 
Court, insofar as advertising and 
marketing effects are concerned, in- 
dicated a general abandonment of 
attempts at federal control pend- 
ing new legislation. Briefly, the pro- 
gram or lack of program of the va- 
rious agencies involved is: 

1. No further “orders” from the 
National Recovery Administration. 

2. Practical elimination of activ- 
ity by the Federal Alcohol Con- 
trol Administration. 

3. Abandonment of the license 
drive in Congress by the Agricul- 
tural Adjustment Administration and 
a soft-pedalling of disputed powers 
under present law, some sections of 

(Continued on Page 22, Col. 4) 


New York, May 31.—Asked to 
visualize the effects of the demise of 
the NRA, advertisers, agents and 
representatives of organized adver- 
tising interests located here, with 
some exceptions, pleaded for more 
time before sponsoring statements, 
though general satisfaction with the 
situation was indicated in remarks 
off the record. 


The consensus is that markets will 
not be appreciably damaged during 
the transitory stage and that the 
newest New Deal will do much to 
smooth the path of the national ad- 
vertiser. Some confidently predict 
an upward trend in advertising vol- 
ume, even during the period of ad- 
justment, while there is almost 
unanimous belief that the decision 
will have a long-range stimulating 
effect on advertising. 


Want Self-Regulation 

Many advertisers revealed their 
hope that work could now proceed 
on setting up a system of fair trade 
practices which would include self- 
regulation of advertising. Others, 
while voicing satisfaction with the 
situation generally, deplored the 
temporary return of specific evils, 
such as the advertising allowance, 
price-cutting on loss leaders and, 
particularly in the liquor field, the 
cancellation of definite advertising 
regulations. 

Very few advertisers commented 
on the decision in paid space. One 
of these was Schenley Distillers 
Corporation, which wired an adver- 
tisement for Tuesday morning pa- 
pers in key markets. Some New 
York department stores pledged to 
uphold the high standards of em- 
ployment attained under the NRA. 


Schenley Wires Copy 


Schenley’s message was prompted 
by the fact that all the rules per- 
taining to labeling and advertising 
have become invalid. It is under- 
stood that the largest distilling com- 
panies are in agreement with the 
spirit of the Schenley advertisement, 
though they wish to avoid emphasis 

(Continued on Page 22, Col. 1) 


Last Minute News Flashes 


Miss Johnson New Arden Advertising Manager 
New York, May 31.—Abigail Johnson has resigned from the staff of 


James McCreery 
Arden. 


& Co. to become advertising manager of Elizabeth 
Miss Johnson succeeds Mrs. Louise Benjamin, who has been ap- 


pointed beauty editor of the Ladies’ Home Journal. 


Webb Coffee to Reincke-Ellis Younggreen & Finn 


Chicago, May 31.—Thomas J. Webb Coffee Company has placed its ad- 
vertising with Reincke-Ellis-Younggreen & Finn, Chicago agency. Joseph 


H. Finn will be in charge. 


William J. Moll Returns to Agency Field 


New York, May 31.—After two years with Imperial Paper & Color 
Corp., Glens Falls, N. Y., William J. Moll has become vice-president of 


Tracy-Locke-Dawson, Inc., New York and Dallas. 


Mr. Moll was in charge 


of the New York office of Gardner Advertising Company for many years. 


Adopt Several Modifications; 
Sponsors Predict Early 
Passage by House 


Washington, D. C., May 29.—The 
Copeland bill, expanding federal 
control over misbranding or adulter- 
ated foods, drugs and cosmetics, 
passed the Senate without a record 
vote Monday, and has been sent to 
the House, where sponsors predicted 
prompt action. 

Modified to overcome objection@ 
voiced principally by Senators Clark 
and Bailey, having to do with mul- 
tiple seizures, the bill was called up 
by Senator Copeland, who took ad- 
vantage of a legislative doldrum 
caused by the Supreme Court deci- 
sion invalidating the NRA. 

Passage came with lightning 
speed, in contrast to the lengthy 
discussion which appeared at times 
to be a rout of a more drastic meas- 
rue, sponsored by Undersecretary of 
Agriculture Tugwell at the last ses- 
sion, and apparent sidetracking of 
more limited regulations at the pres- 
ent session. - 

As finally approved, the bill con- 
fers wide powers on the Secretary 
of Agriculture. The measure is 
claimed to have the endorsement of 
President Roosevelt. It has been 
referred to the interstate commerce 
committee of the House, which has 
announced that hearings will be 
called in a few days. 

The opposition of Senators Bailey 
and Clark and partial opposition of 
Senator Vanderberg led to the adop- 
tion of amendments. Foremost of 
the modifications is the provision 
for multiple seizures of misbranded 
foods and drugs, such seizures being 
allowed only in cases where the 
misbranded article can be shown to 
be “imminently dangerous to 
health.” In other cases of misbrand- 
ing, only one sample may be seized 
by the Department of Agriculture. 
pending a court hearing. This was 
the concession made to Senator 
Bailey. 


Provisions of Bill 


The bill _ specifically prohibits 
adulteration, misbranding, false ad- 
vertising or false labeling of any 
food, drug, health device or cos- 
metic in interstate commerce. 

False advertising would be pun- 
ishable only through civil action in 
district courts, with a maximum 
$1,000 penalty, if the violation did 
not involve danger to health, gross 
deception, or was established only 
by opinion evidence. In cases of 
wilful violation, however, maximum 
penalties of $10,000 or three years’ 
imprisonment are provided. 

Liability for false advertising 
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2 ADVERTISING AGE June 3, 1935 
would rest on the manufacturer,|three representing the public, two|ing that nothing in the bill shall be | SSS 

packer, seller or distributor who|the food industries, and two the ad-|“construed to impair or diminish = D WDER 
furnished the advertisement, but/| ministration. The bill authorizes |the power of the Federal Trade Lang Issues Statement 


publishers, radio broadcasting com- 
panies or advertising agencies would 
be required to furnish the name of 
the party supplying the advertise- 
ment. In cases of refusal to supply 
such information, the bill provides 
a penalty of one year in jail and a 
$1,000 fine, or both. 

The revised bill sets out a short 
list of a half-dozen diseases for the 
treatment of which no_ so-called 
curative drug or device may be ad- 
vertised. Definition of the term 
“drug” was broadened to include 
substances intended for diagnostic 
purposes; articles, other than foods 
and cosmetics, affecting the struc- 
ture or any function of the body, 
and all substances recognized in the 
Homeopathic Pharmacopea of the 
United States. 

Two committees, one on public 
health and another on food stand- 
ards, would be set up to formulate 
regulations covering labeling of 
foods, drugs and cosmetics. The 
committee on public health, to be 
chosen by the President on the basis 
of scientific attainments, would ad- 
vise the Secretary of Agriculture on 
formulation of regulations. 

The food standards committee 
would consist of seven members, 


the President to select all members 
except the two representing the ad- 
ministration. These would be 
chosen by the Secretary of Agri- 
culture. This committee would ad- 
vise the Secretary on food stand- 
ards regulations, a majority vote of 
the committee being requisite to 
the formulation of regulations. 


In the light of the Supreme 
Court’s decision relative to Con- 
gressional delegation of authority, 


Senator Copeland, author of the bill, 
defended the delegation of power 
to these groups as “in nowise un- 
usual in federal and state legisla- 
tion.” 

“In each instance,” he said, “the 
subject matter here dealt with is so 
complex and involves such ramifica- 
tions in the constantly varying pro- 
duction and traffic in food, drugs 
and cosmetics, that it is impossible 
for Congress to undertake the de- 
tailed consideration necessary to 
formulation of each needed pro- 
vision.” 

Senator Clark, who had sought a 
wider measure of Federal Trade 
Commission jurisdiction, withdrew 
his objection rather than hold up 
the measure, he said. An amend- 


ment was added, however, provid- 


Commission under existing law.” 
For the purposes of the act, the 
term “antiseptic” is to mean the 
same as “germicide.” This was a 
concession which Senator Copeland 
made to opponents of his measure. 
These senators feared that an anti- 
septic which would harm germs or 
deter their growth and still not kill 
the germs, would therefore be con- 
sidered an adulterated drug. 


New Haven Club Elects 


N. B. Stone as President 
Nathan B. Stone, head of Stone Col- 
lege, Ine., business school, was 
elected president of the New Haven 
Advertising Club at its annual meet- 
ing May 27. He succeeds Raymond 
C. Gorman, Willcox Photo-Engraving 
Company. 

Max Livingston was named first 
vice-president; Stanley R. Bennett, 
second vice-president; Andrew Caso- 
lino, secretary; and William R. Stew- 
art, treasurer. Directors are Leslie 
H. Tyler, Mrs. Ella F. Duncan, Leroy 
Howard, James T. O’Connor, Jr., 
Joseph I. Crotty, A. D. Steinbach, and 
Mr. Gorman. James L. McGovern, 
editor, Bridgeport Times-Star, was 
the principal speaker at the meeting. 
He discussed the Connecticut Tercen- 
tenary observance being held this 
year. 


1929... 119.740 
1933... 124.937 


1934...127.958 
1935... 133.1538 


Ahead of 1929 and 


Growing Every Year! 


Most people look back to 1929 as a “peak” year. 
It wasn’t a “peak” year for the circulation of 
The Christian Science Monitor — it was just a step 
in the progress of this sane, unbiased daily news- 
paper. More people are becoming readers of the 
Monitor, because more people are realizing their 
desire for the really important news of the day 
with its background, and its significance. 


Above figures are A. B. C. for six 
months’ period ended March 31 in 
each year. For April, 1935, our rec- 


ords showed . . 139.749. 


THE 


CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science Publishing Society 
Boston, Massachusetts 
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Branch Offices: New York, Chicago, Detroit, St. Louis, 
Kansas City, San Francisco, Los Angeles, Seattle, Miami, 


London, Paris, Geneva, Milan. 


INTERNATIONAL DAILY NEWSPAPER 


on A.F.A. Convention 


Schenectady, N. Y., May 29.—Point- 
ing out that organized advertising is 
now facing more interesting and im- 
portant problems than ever before in 
its history, Ches- 
ter H. Lang, man- 
ager of publicity 
for General Elec- 
tric Company, 
and president of 
the Advertising 
Federation * of 
America, today 
urged advertising 
men and women 
to take advantage 
of the opportun- 
ity to discuss mu- 
tual problems at 
the annual meeting of the A. F. A. 
to be held in Chicago June 9-12. 

“Not the least important situation 
with which the industry is con- 
fronted this very month,” he said, 
“is that brought about by the Su- 
preme Court’s decision concerning 
the NRA. 

“Happily for advertising people, 
the departmental gatherings, which 
comprise the annual meeting of the 
Advertising Federation, provide 
timely and well-organized forums for 
consideration of these advertising 
problems. This year’s programs for 
the various sessions include presenta- 
tions by leaders in their respective 
fields, and every program provides 
plenty of opportunity for discussion 
and exchange of information. 

“In addition to the departmental 
meetings, devoted to specialized and 
technical problems, the _ broader 
phases of our current situation in 
the advertising business will be dis- 
cussed at general sessions by a num- 
ber of widely known authorities.” 
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Chester Lang 


Announce Winners of 
Agate Club Tournament 


A large group of members attended 
the tournament held by the Agate 
Club May 24 at the Sunset Ridge 
Country Club. The event was one of 
the most successful tournaments in 
the Chicago club’s 40-year existence. 

Prize winners were: low gross, 
George McCausiand, Butterick Publi- 
cations; second low gross, L. . 
Northrup, McCall's; low net, Alfred J. 
Boaz, McCall's; second low net, Dud- 
ley Fay, Curtis Publishing Company. 
Foursome winners were: Harry 
Lytle, Time; H. J. Hurlbut, McCall's; 
J. E. MeLatchie, Macfadden Publica- 
tions; William A. Sittig, Woman's 
Home Companion; Wallace Patter- 
son, The Christian Herald; Dean 
Matson, Collier's; C. E. Lovejoy, Jr., 
Sales Management; T. B. Caldwell, 
Better Homes and Gardens; Russell 
C. Lewis, Conde Nast Publications. 

Runner-up prizes were won by: E. 
A. Fox, Macfadden Publications; 
Roy C. Husbands, Woman's Home 
Companion; M. M. Mudge, Conde 
Nast Publications; R. R. Harkness, 
Woman's Home Companion; Norman 
Green, Collier's; R. G. Howse, The 
Literary Digest; Thurlow W. Brewer, 
The New Yorker; H. L. Behlke, Bet- 
ter Homes and Gardens; Frank H. 
Tyson, American Legion Monthly. 
The tournament was in charge of the 
eclub’s golf chairman, Mr. Matson. 


Kentucky Chain Store 


Tax Formally Abolished 


A final order permanently enjoin- 
ing the Kentucky tax commission 
from attempting to collect the chain 
store tax enacted in 1930, has been 
entered in the Federal Court at 
Louisville. The order is obedient 
to a mandate of the Supreme Court, 
which declared the law invalid. 

The state commission has been di- 
rected to pay court costs, and the 
firms which opposed the tax were 
released from bonds posted to guar- 
antee payment of taxes. 


ADDED TO LINE 
OF PEPSODENT 


Magazines and Radio Intro- 
duce New Product 


Chicago, May 31.—Initial advertis- 
ing of Pepsodent Company’s new 
product, Pepsodent tooth powder, 
began this week on the Amos ’n’ 
Andy program. A special magazine 
campaign will also be placed behind 
the new powder. 

Pepsodent readily secured distribu- 
tion for the line by its time-honored 
method of sending every druggist in 
the country three cans carrying a 
sales value of $1. The sample pack- 
age contained two 25-cent cans and 
one 50-cent can. The gift was sent 
in the form of a counter display, 
which described the new product as 
“a professional film-removing powder 
for every day use.” 

An enclosed broadside added: 
“Pepsodent tooth powder is different. 
It is a revolutionary new dentifrice 
in powder form, a true film-removing 
powder. It contains a new cleansing 
and a very soft polishing agent never 
before used in a _ tooth powder. 
Although Pepsodent tooth powder 
contains no soap, it foams, pene- 
trates between the teeth and re- 
freshes the mouth as it safely pol- 
ishes teeth to natural lustre.” 


Suggests Minimum Prices 


Trade advertising emphasizes the 
fact that the retailer makes a profit 
of 3314 per cent when he buys any 
$36 assortment of Pepsodent products 
direct and sells at the company’s 
suggested minimum prices. The min- 
imum on the 25-cent package of tooth 
powder is 19 cents and on the larger 
size, 39 cents. 

Entrance of Pepsodent into the 
tooth powder field has again directed 
attention to the growing demand for 
powder as contrasted with paste. 
While tooth paste continues to hold 
the balance of power, this will not 
long be true if powder maintains the 
momentum it has attained recently. 
At least a part of this popularity is 
said to be due to the advertising of 
a manufacturer who insists that all 
dentists use powder in cleaning pa- 
tients’ teeth. 

Several manufacturers of paste 
have added powder to their lines dur- 
ing the last year and it is predicted 
that others will follow suit in the 
near future. 

An interesting note in connection 
with the Amos 'n’ Andy program is 
that the boys have introduced a fem- 
inine note into their adventures. 
Heretofore, Correll and Gosden have 
impersonated all of the male charac- 
ters in the sketch. In spite of con- 
tinued references to Ruby Taylor, 
Madame Queen and others, no female 
voice was ever heard on the program 
until recently. This deficiency has 
now been remedied, with Henrietta’s 
part being taken by a woman. 

Lord & Thomas will handle adver- 
tising of Pepsodent tooth powder, in 
addition to other Pepsodent products. 


Detroiters Elect 


The Women’s Advertising Club of 
Detroit has elected as directors Flor- 
ence Cox, Ruth Crane, Alacoque 
Dantzer, Mary Hopkins, Ila Leonard, 
Helen Stauch, May Vander Pyle, and 
Louise Grace, president. The club 
appointed delegates to the annual 
convention of the Advertising Feder- 
ation of America in Chicago in June. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
§ bound Sth edition of ‘Reserve Illustrations.’’ Over 
>? 1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


" _< UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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regulation achievement be it cir- 
culation growth, increased linage, 
red hot editorial features, or what 
not. 


effulgent terminology announcing 


So we refrain from dishing up the usual hooey about the 
largest, the greatest, the only quantity plus quality cir- 
culation, etc., etc., believing that actual facts and figures 
need no elaboration. 


_- When it comes to adequate coverage of the country’s 
richest markets, that’s “something else again”, and of 
such importance that you will want the METROPOLITAN 


story in its entirety. It's yours for the asking. 


ctropolita 


e Baltimore SUN-Boston GLOBE- Buffalo TIMES~Detrait NEWS 
Cleveland PLAIN DEALER-Ahiladelphia \NQUIRER-Chicago TRIBUNE 
New York NEWS-Pittsbungh PRESS-Waashington STAR: S¢:Louis GLOBE-DEMOCRAT 
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Criticize “Speed” Angle 
in Automotive Copy 


“Speed advertising” by manufac- 
turers of automobiles and allied 
goods was condemned in a resolution 
adopted by the Eastern Conference 
of Motor Vehicle Administrators at 
its convention in Hartford, Conn., 
last month. 

The resolution placed the associa- 
tion on record as opposing advertis- 
ing of speed capabilities of automo- 
biles, which are greater than legal 
and safe limits. 


Moves to Detroit 


Frank Townshend, McCann-Erick- 
son, Inc., New York, has been trans- 
ferred to the agency’s Detroit of- 
fice, where he will assist Don Hight 
on the Ford dealer account. 


A.& P. Expands 
List of Grade 
Labeled Items 


New York, May 31.—Grade label- 
ing of food products seems to be 
gaining a favorable consumer re- 
sponse, although there have been no 
surveys made by the company to 
prove it, say executives of the Great 
Atlantic & Pacific Tea Company, 
which is adding to its list of “A-B-C” 
labeled foods. 

They are sufficiently confident in 
the labeling plan to proceed further 
with it. Indirect expressions of ap- 
proval have been obtained from store 


managers, and women’s clubs in 
some cases have indicated a favor- 
able attitude. 

So far as actual records on sales 
of the first grade labeled foods are 
concerned, there is nothing to show 
that A. & P.’s sales have been im- 
proved. The grade labels were 
placed on peas, corn, tomatoes and 
string beans last fall. This labeled 
merchandise was placed on sale in 
A. & P. stores in December. 

Since then, 1,000,000 cases have 
been sold, but this volume, it is 
pointed out, is not significant, for it 
represents neither an increase nor a 
decrease in sales. Another element 
making it the more difficult to eval- 
uate consumer reaction to the plan, 
was the poor condition of last year’s 
crops, a condition which made the 


securing of Grade A vegetables al- 
most impossible. 

The items which the A. & P. is add- 
ing to its grade labeled list are beets, 
lima beans, pumpkin, squash, spin- 
ach, ketchup, apple sauce, tomato 
juice, and sauerkraut. 


Bass-Luckoff Named 


Bass-Luckoff, Inc., Detroit, has 
been appointed to handle advertising 
of Mackinaw Strait whisky and Calu- 
met gin. Plans now in progress in- 
clude use of newspapers, radio, and 
outdoor advertising. 


Milk Board to Advertise 


The Milk Marketing Board of Eng- 
land has set aside the sum of £60,000 
to be used in a newspaper publicity 
campaign to promote the use of milk. 


GLENMORE DISTILLERY 


WHOSE WHISKIES ARE AGED 
BY THE CALENDAR « NOT BY THE CLOCK 


SH 


THREE 
FRIENDLY 
KENTUCKY 
COLONELS 


e TOM HARDY «a 
blend of aged straight 
whiskies ¢ 90 proof. 


eGLENMORE® a 
straight Kentucky whis- 
key © 100 proof and 
one year old. 


© KENTUCKY TAVERN 
WHISKEY © 17 years 
old and bottled in bond. 


OWENSBORO, KE 
phormces aT coviawnue) 


When you must have quality at price— 
you can depend upon Glenmore or Tom 


Hardy. 


Glenmore has actually aged in 


wood for one year. Tom Fiardy has blends 
of much older whiskies. That’s why you 
can serve them, without being extrava- 
gant, to people who like the better whis- 


kies. 


And Kentucky Tavern Whiskey is 


from those rare 17-year-old barrels. In 
1918 it was a sparkling youth. But today 
Kentucky Tavern Whiskey is a marvel- 
ously mellow Old Fellow, with an exqui- 
site bouquet. You'll simply love its rich- 


These Glenmore Brands are as fa- 


mous in Kentucky as are The Courier- 
Journal and Louisville Times. 


COURIER-JOURNAL 


LOUISVILLE TIMES 


Represented Nationally by THE BRANHAM CO. 


@ When the dawn is on the Bluegrass The Courier-Journal is favorite at the breakfast tables 


@ and The Louisville Times completes the coverage at sundown. 


ADMEN WIN FIVE 
PRIZES ON ‘BAWL 
STREET JOURNAL’ 


(Picture on Page 27) 

New York, June 1.—The tendency 
for advertising men to hold their 
calling sacred at all times was again 
emphasized with announcement this 
week of the winning contributors to 
the annual edition of the “Bawl 
Street Journal.” 

Copies of the famous burlesque 
newspaper, which is published year- 
ly as an enlivening feature of the 
field day of the Bond Club of New 
York, can be purchased for 50 cents 
each at the offices of Dominick & 
Dominick. 

Despite the special effort made in 
soliciting contributions from adver- 
tising men only five members of the 
craft received mention in the 
awards, and they exhibited a marked 
preference for taking their fun on 
the editorial side. 

A. W. Miller, of E. C. Van Dyke 
Inc., financial district agency, took 
top money, receiving three awards 
for editorial contributions and one 
for a small advertisement. The 
prizes totalled $110. Edward Ro- 
tan, Ferry-Hanly Advertising Com- 
pany, was second with three awards 
for gems of pure reading, which 
netted him $70. 


Three Other Winners 


J. Allen Hovey, Aitken-Kynett 
Company, Philadelphia, and D. H. 
Clark, Los Angeles free lance ad- 
vertising writer, divided the $50 
prize for the best large financial ad- 
vertisement. 

W. S. Pfriender, Clark-Jacobs 
Agency, won $40 for two small ad- 
vertisements. 

The emphatic refusal of advertis- 
ing men generally to take their life 
work lightly, even for a moment, 
compelled the staff of the “Bawl 
Street Journal” to do some last min- 
ute pinch-hitting to provide com- 
mercial copy of acceptable quality. 
The best quick laugh among the 
large advertisements was one for 
Ethyl gasoline, which was written 
by a staff member, and which, there- 
fore, could not be considered for an 
award. 

Cleverly visualizing a market 
which is most likely to feel peevish 
when the administration is men- 
tioned with respect, Mr. Clark sub- 
mitted an offering of Consolidated 
Politicians of America 3.6 per cent 
promise-sorry notes, sarcastically de- 
scribing the growth of the political 
industry in America in the con- 
densed prospectus. He quoted the 
offering at “100 and a crude interest 
in your affairs.” 

Mr. Hovey described the business 
of private banking under the head- 
ing, “Who the private banker does.” 

“There is nothing really private 
about private banking,” the copy 
confesses. ‘Not since the investiga- 
tion. 

“That certainly took the mystery 
out of our little game—and the 
profits, too. Well, anyway, this firm 
and its predecessors have been rop- 
ing ’em in continuously for 116 years. 
Quite a stretch, what, though we 
don’t like the word. 

“Private banking is a profession 
with us. Our president calls it a 
gift. Guess who it’s from. When’ll 
you be stopping by?” 

Mr. Pfriender’s copy for Edward 
B. Smith & Co. was brief but preg- 
nant with drama for financial men. 

“We took the Guaranty Company 
over,” it read. ‘“Won’t somebody do 
the same for us.” 


Seebach Leaves CBS 


Julius F. Seebach, Jr., has resigned 
as director of program operations for 
the Columbia Broadcasting System 
to become director of program opera- 
tions, effective June 10, of station 
WOR, Newark. 


Banford Appoints 
The Banford Laboratories, New 
York, have appointed Zinn & Meyer, 
Inc., to advertise and merchandise 
Creme-Vanishaire, a new hair re- 
mover. 
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Look, please, at the newspapers 
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page. What magazine has the 
A 


“dealer influence” of the Plain 
Dealer in Cleveland or the News 


in Detroit, or the Press in Pitts- 


burgh—to name only three of the twenty-one? 
That mysterious force called "dealer influence 


is highly esteemed on Advertising Row. Agen- 
cies survey it; clients cry for it. Space salesmen 
talk about it as though it were the exclusive 


The answer, of course, is THIS WEEK. First, be- 
function and property of some particular me- 
dium or circulation 


cause THIS WEEK is part and parcel of the deal- 
ers’ own newspapers. Second, because THIS WEEK 


thus has 3 to 5 times more coverage in ifs sales 
zones than other magazines. 


“Dealer influence”, presumably, is what makes 
a retailer stock up. But there's only one reason 
Actually, "dealer influence” is no more myste 


for stocking goods, and that's the expectation of 
selling them. 
rious than the reason why humans eat. Every 


advertising medium, from the theatre program 
to the mass magazine, has it in some degree. 


The only mystery is the quantity and quality of 
that influence 


When advertisers support their dealers with 
space in THIS WEEK, dealers are easier to in- 


fluence. They know their chances of moving 
The “dealer influence” of a publication is 


nothing but its ability to move merchandise 
It has little to do with what dealers, as human 
beings, read themselves. The only thing that 
really influences retailers is the little bell that 


rings when you press the keys of a cash register 


Atlanta, Baltimore, ioc Boston, Buffalo, 


aoe Cincinnati, Cleveland, Dallas, Detroit, —_ Provence 
a | 


NEW YORK: 420 Lexington Ave. 


the merchandise are better—3 to 5 times better. 
Some very astute advertisers have already dis- 
covered that THIS WEEK'S "dealer influence” is 
no mystery at all. That it can be measured in 

larger stocks and more frequent orders. Because 


THIS WEEK moves merchandise off the dealer's 
shelves—and that's the only "dealer influence 


worth the price of admission 
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A Powerful Sales Force in America’s A Market 


Milwaukee, Minneapolis, New Orleans, New York, Omaha, Philadelphia, Pittsburgh, St. Louis, Washington 
: ————4 - se. 
Le € A - 4 cae 


CHICAGO: 360 N. Michigan Ave 


DETROIT: General Motors Bldg. 


SAN FRANCISCO: 111 Sutter St 


LOS ANGELES: Lincoln Bldg 
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LEEMING WINS 
COURT VERDICT 
ON BALM NAME 


Secondary Meaning of ‘Baume 
Analgesique’’ Upheld 


New York, May 29.—Justice Col- 
lins of the New York Supreme Court 
has found for the plaintiff, Thomas 
Leeming & Co., distributor of Baume 
Bengue, in its suit against the, 
American Pharmaceutical Company, 
Inc. The plaintiff had charged un- | 
fair competition through duplication | 
of product name and imitative pack- | 
aging. 

The justice awarded judgment to 
the plaintiff restraining the Amer- | 
ican Pharmaceutical Company from | 
the use of the term “Baume Anal-| 
gesique,” and also struck a vigorous | 
blow on behalf of the doctrine of | 
secondary meaning. | 

The decision is regarded as a) 
powerful weapon against substitu- | 
tion and misbranding, and judicial 
recognition of the rights of adver- 
tisers. 

Thomas Leeming & Co. had stated 
that vast sums of money had been 
spent to advertise Baume Bengue, 
and asserted American Pharmaceu- 
tical Company had illegally reaped 
benefit from its competitor’s efforts, 
with consequent damage to Leeming 
sales. 

“Since the defendants spent prac- 
tically nothing in advertising their 
compound,” Justice Collins said in 
part, “by what process could the 
public know of their product? The 
public knows what is made known 
to it. The demand for this com- 
pound was created by the plaintiffs. 
Therefore, to permit the defendants 
to garner the crop sown by the plain- 
tiffs would not only sanction unjust 
enrichment, but would operate as a 
fraud on the public.” 


Have Taken Special Meaning 


The Leeming Company, in its ac- 
tion, declared that the French 
words, “Baume Analgesique,” while 
descriptive, have by long usage be- 
come identified in the public mind 
with their product to the exclusion 
of all others. 

From 1898 to 1929 no preparation 
was marketed in this country under 
the name of Baume Analgesique, 
other than Baume Bengue, the full 
name of which is Baume Bengue 
Analgesique. 

In 1932, 34 years after the entry 
of Baume Bengue into the United 
States, the American Pharmaceutical 
Company marketed a_ preparation 
which they labeled “Baume Anal- 
gesique.” The product was marketed 
in a tube contained in a box the 
precise size and color of that con- 
taining Baume Bengue. 

“The circumstance that the words 
‘Baume Analgesique’ accurately de- 
scribe the defendants’ mixture does 
not authorize the defendants to em- 
ploy them in such a manner as to 
pass off their compound for that of 
the plaintiff's,” the decision stated. 

“To contend that common or de- 
scriptive words may not, by long 
and constant association with a given 
product, acquire such a meaning in 


the public mind that another may 


not be stayed from employing the 
same legend is to contend for the 
non-existence of the doctrine of sec- 
ondary meaning. 

“The consequence would be the 
unharnessing of competition; com- 
mercial rivalries would become ven- 
dettas.” 

The product was developed in 
1896 by Dr. Jules Bengue, a physi- 
cian and pharmacist of France, and 
one of the plaintiffs in the suit. He 
called it “Baume _  Analgésique 
Bengue,” meaning healing balm. Two 
years later he came to the United 
States, where he launched a branch 
business and started manufacture 
and sale of Baume Analgesique. The 
product prospered here as abroad. 

In 1899, Theodore Seltzer was 
named Dr. Bengue’s agent in this 


became the sole American distrib- 
| utor of the preparation. that iime. 
Tracing the name history ; - P , ractic rhic : 
aaer of the plaintiff's meen Pg ana cadibiciedh the demas. SSnTaee® WEE RA © tournament 
nee ’ ins ’ ¥ June 22 and 23 at the Minocqua 
the justice said, in part: -ant, although making virtually no| Heights Country Club, Minocqua, 
“In 1928, the plaintiffs unfurled | expenditure for advertising, was en-| Wis. Other tournaments will be held 
the slogan, ‘Always ask for the abled to sell its product to the trade July 16, at the Chicago Golf Club; 
| genuine in the brown and white| at $2.40 a dozen, while the plain | August 13, at Skokie Country Club; 
box.’ Again, in 1933, ‘The Original | tiffs’ product is sold at $6 a dozen, |4nd Sept. 10, at Bob-O-Link Country 
French Product’ was supplanted by | the decision stated. Club. L. L. Northrup, McCall's Mag- 
‘The Original French Analgésique In 1931, Leeming sold about 2,500.- Somme, 919 N. Michigan Ave., Chicago, 
Baume,’ and the phrase ‘Ben-Gay,’| 000 tubes, but sales have decreased is the aaneetation : ee 


Sets Tournament Dates 
The Western Advertising Golfers 


having been spent in that way since 


‘and Comers Commercial College. 
From 1908 to 1920 Mr. Fogg was 
|}associated with the Boston News Bu- 
|}reau. He then became publicity ad- 
| viser for Armour & Co. for two years. 
| After that he joined Boston Financial 
| News, also for two years. In 1924 he 
| went to Doremus & Co., where he re- 
|}mained until his death. He leaves a 
| widow, son, daughter, and five sisters. 
|The funeral was held Friday after- 
noon. 


country, and the Leeming company 


in red letters was added. wi 
For a period of about 20 years the 
Leeming company’s advertising of 


| the preparation was confined to hos- 


pitals and physicians and medical 
publications. In 1918, Leeming be- 
gan to advertise the preparation 
generally through newspapers and 
street car cards, about $2,000,000 


|since the defendants entered the 


| field, it was asserted. 

- 7 clothing and textile advisor for the 
Joins Malhkiel | _ Edwin A. Fogg, for ten years pub-| Illinois Emergency Relief Adminis- 
J. Bain Thompson has joined the |licity director of Doremus & Co.,|tration, on June 15 will join the 
David Malkiel Advertising Agency, | Boston, died May 22 following an | Byron G. Moon Company, New York 
Boston, 2s account executive. He/| operation for appendicitis. He was|advertising agency, as technical di- 
will specialize in sales planning and | born in Malden, Mass., 55 years ago. | rector of the agency's textiles educa- 

dealer cooperative merchandising. |He attended Everett, Mass., schools | tion division. 


Joins B. G. Moon 


Gladys Winegar, for the past year 


Fogg, Doremus Expert, 
Dies After Operation 
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Hardy to Pacific Coast 


J. Ross Hardy has joined the San 
Francisco office of the J. Walter 
Thompson Company as a_e copy 
writer. For the past two years Mr. 
Hardy has held a similar post with 
the Chicago office of the agency. 
Prior to that he was promotion man- 
ager of the Chicago Herald and 
Evrvaminer. 


Ripley Signed for Radio 

Standard Brands, Inc., has con- 
tracted with Robert L. Ripley, car- 
toonist, for a series of 26 Sunday 
evening broadcasts beginning Oct. 2, 
when he takes the Fleischmann 
Bakers’ spot on the NBC network 
now occupied by Joe Penner. He will 
appear on three programs prior to 
this with Rudy Vallee. His reported 
price is $1,250 a broadcast. 


Business Paper 


Group to Hold 
Silver Jubilee 


Chicago, May 29.—Announcement 
was made today of plans for the 
celebration of the fiftieth anniversary 
of the Chicago Business Papers <As- 
sociation at a dinner to be held 
June 24. The association is the old- 
est organization of business publish- 
ers in the country. 


J. Knight Willy, Hotel Monthly, 
was elected president of the associa- 
tion, succeeding W. R. Swartwout, 
Bakers’ Helper, who served for two 
years. K. L. Rice, Power Plant Engi- 
neering, was elected vice-president; 


Stanley R. Clague, Modern Hospital, 
treasurer, and John Sweet, Traffic 
World, secretary. 

Directors are Mr. Swartwout, D. J. 
Hansen, Domestic Engineering, and 
J. C. Aspley, Dartnell Corporation. 

Victor E. Marx, editor of Bakers’ 
Helper, told the story of the editorial 
program of that publication as ex- 
pressed in campaigns which have 
sometimes run counter to govern- 
mental and trade association activi- 
ties, but which in the long run were 
successful in increasing the prestige 
and influence of the paper. 


Places Hotel Copy 


The Advertising Bureau, Inc., Bos- 
ton, has begun placing advertising 
for the Somerset and the Vendome 
hotels of that city. 


NRA DECISION 
MAY STIMULATE 
NEW LAWS: LUND 


St. Louis, Mo., June 1.—The Su- 
preme Court decision invalidating 
the NRA will have a profound effect 
upon marketing, Robert L. Lund, ex- 
ecutive vice-president of Lambert 
Pharmacal Company and chairman 
of the National Association of Manu- 
facturers, told ADVERTISING AGE in an 
exclusive interview here yesterday. 

“It seems reasonable to predict 


FASHION SHOWS 
lo ace FRYING PANS 


wr a department store stages a fashion show, 
it has only one aim—to create in a woman’s mind 
a yearning which can be satisfied only by buying a new 
dress, new hats, new lingerie, something new to make 


her beautiful. 


Deliberately, it divorces her mind at this moment 
from food, frying pans, and kitchens. 

This seems like obvious, horse-sense selling. Yet, 
strangely enough, when the same products are shown in 
magazines, the fashion show will too frequently be in 
competition with the advertiser’s frying pan, dividing 
instead of strengthening the reader’s interest. The vir- 
tues of ensemble selling are forgotten. 

Only one magazine—McCall’s—has classified its con- 
tents according to the three basic interests of women— 
Romance, Her Home, Herself. Like is combined with 
like, to the advertiser’s advantage. 

Magazine articles in McCall’s become the advertis- 
er’s ally, not his rival. Style and Beauty articles com- 
bine with style and beauty advertising to make it more 
profitable. Homemaking articles make food advertising 
more profitable. Fiction and News articles in McCall’s 


M<CALL’S | 


put the reader in the mood to respond to romantic 
appeals and pleasure merchandise. 


Your advertising in McCall’s sells harder because it 


MS Call's 


AUTOMOBILES - 


TRAVEL™ CIGARETTES,» CAMERAS 
BOOKS;- INSURANCE 


is correctly timed to match her mood. 


SEE HOW GIMBEL’S NEW TOWNDALE SHOP builds sales by intelligent 
ensemble selling. Is madame interested in a dress? Then Gimbel’s takes 
advantage of her mood and shows her hats, gloves, shoes, stockings and 
other style merchandise. One product thus stimulates the other. Selling 
like with like, building a scene that fires the imagination is common in 


department stores, but rare in magazines. Among women’s magazines, 
McCall’s is first to create a buying mood in the reader by sorting its ad- 
vertising and its articles, like with like. 


M‘Call’s STYLE & BEAUTY 


BEAUTY AIDS =, COSMETICS -. PERFUMES 
HOSIERY.LUNDERWEAR. “CLOTHES 


FOOD - DRUGS - ELECTRICAL EQUIPMENT 
CHILDREN'S, NEEDS, -, HOUSEFURNISHINGS 


FICTION & NEWS 


MAGAZINES IN ONE 


HEADS PUBLISHERS 


Emanuel Levi, general manager, 
“Louisville Courier-Journal and 
Times," who was elected presi- 
dent of Southern Newspaper 
Publishers Association at the an- 
nual meeting May 20-22. 


that with code restrictions removed, 
there will be an increase in price 
cutting which may, in the wave of 
reaction from code control, be car- 
ried to extremes,” Mr. Lund, who is 
also a member of Secretary of Com- 
merce Roper’s business advisory 
council, declared. 

“The ultimate effect will be per- 
haps to stimulate state fair trade leg- 
islation such as has already been en- 
acted in several states following the 
pattern of the California act. These 
state laws have been effective in 
maintaining prices on trade marked 
products. However, the legality of 
some of their provisions have been 
challenged and the decisions in cases 
which will no doubt be carried 
through the courts may lessen the ef- 
fectiveness of these state laws. There 
is to be had in mind also the possi- 
bility of growing consumer opposi- 
tion to such legislation, which may 
bring about its amendment. Such 
changes also will, of course, weaken 
price regulation. 


Advertising Affected? 


“All of these things may have some 
effect on national advertising of pro- 
prietary articles. The proprietary 
manufacturer might conclude that 
the cut price appeal and the conse- 
quent local advertising might justify 
some reduction in national advertis- 
ing expenditure. However, if carried 
too far, consumer interest would be 
reduced and the price appeal for the 
article in question lessened and such 
a policy would thus tend to be self- 
destructive. 

“On the other hand, the larger sales 
which might result with some prod- 
ucts from price cutting might justify 
and even stimulate larger national 
advertising campaigns. 

“With such contending influences 
it does not seem safe to predict the 
effect of the changed marketing situ- 
ation upon national advertising. Per- 
haps most of those interested in 
marketing will feel that the effect 
will not be appreciable, certainly not 
great. 

“On the whole, there is reason to 
believe that the effect of the decisions 
will be constructive in that they will 
lead to sounder methods of meeting 
the price problem, sounder not only 
as to legality but also from the view- 
point of good marketing practice.” 


Leaves Bone-Dry Basis 


Beer and wines were legalized in 
Georgia, through a recent referen- 
dum. The ban on liquor was upheld, 
the vote being 81,891 for repeal of 
the state’s prohibition law, and 82,- 
134 against. The proposal to legalize 
beer and wines was approved by ma- 
jorities of more than 8,000 votes. 


Joins Dale & Co. 


Philip Downey, formerly with Lib- 
erty and McGraw-Hill Publishing 
Company, has joined the staff of Dale 
& Co., Chicago, public relations or- 
ganization. : 
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Chicago Daily News 


Promotes MacMurphy 
Dempster MacMurphy, promotion 
manager of the Chicago Daily News, 
has been appointed business man- 
ager. He succeeds Lewis B. Rock, 
who recently became publisher of 
the Dayton Herald and Journal. 
Hilding Alarik and Carl Carsten- 
sen have been appointed sales pro- 
motion manager and promotion man- 
ager, respectively. 


O’Brien Advanced 


William E. O’Brien has been ap- 
pointed assistant sales manager of 
the Waters-Genter division of the 
McGraw Electric Company and will 
join K. C. Gifford, sales manager, in 
Minneapolis June 1. He has repre- 
sented the organization in Philadel- 
phia the past 18 months. 


Jersey Trade 
Mark Threat 


Is Defeated 


New York, May 28.—Under the 
leadership of the Association of Na- 
tional Advertisers, Inc., advertising 
and newspaper organizations rallied 
last week to defeat a committee sub- 
stitute for A.384, now on the calendar 
of the New Jersey Assembly. 

This is another trade-mark bill, 
similar to the Nevada bill recently 
defeated by veto and measures pend- 
ing in other states. New Jersey’s 
A.384 was originally drawn to amend 
the state trade-mark law by increas- 


ing the registration fee and provid- 
ing for assignment of a trade-mark. 

The committee substitute, quite 
different from the original, plainly 
provided for mandatory registration 
of everything used to identify a 
trade-marked product, for publication 
of the registration once a week for 
four consecutive weeks and for re- 
registration every six months. For- 
feiture was the penalty specified. 

The A. N. A. is presenting a brief 
to Governor Richard G. Hoffman and 
is calling attention of others con- 
cerned to the matter. 


Doremus Moves 
Doremus & Co., New York, have 
moved to the Equitable Bldg., 120 
Broadway, after more than 30 years 
on Broad St. 


R. F. Hudson Purchases 


“Montgomery Advertiser” 


Controlling interest in the Mont- 
gomery, Ala., Advertiser was sold 
May 18 for $200,000 to Victor H. Han- 
son, publisher of the Birmingham 
News and Age-Herald, who in turn 
sold the property to R. F. Hudson, 
minority stockholder who has pub- 
lished the Advertiser since the death 
of Frank P. Glass. 

The sale was made by the Mont- 
gomery circuit court according to the 
terms of Mr. Glass’s will, which pro- 
vided that Mr. Hanson should have a 
30-day option to purchase the Adver- 
tiser at the highest bid submitted. 
Charles E. Marsh, Texas publisher, 
submitted the highest bid of $200,000, 
but later withdrew it. Mr. Hanson 
obtained the option in 1927, when he 
sold the Advertiser to Mr. Glass. 
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The Detroit News 


Advertising reflects confidence and expenditure. 
When advertisers all over the United States show a 
preference for the Detroit market they are not acting 
on hunches but on factual information obtained from 
their ledgers. They have seen their sales curves rise 
in this great industrial field. They have noted that 
automobile production is the highest since 1930; that 
employment, likewise, is rising to pre-depression fig- 
ures; that people in Detroit are building new houses 
and buying new appliances, clothes and what not. 


That advertisers have selected The News to present 
their wares to the 1,800,000 people of the Detroit 
trading area is a matter of great pride, but should 
occasion no surprise. The News has always been the 
one newspaper that delivered the advertiser’s message 
It is the accepted home medium. 76% of its 
city circulation is home delivered. It has 22,000 more 
circulation in the trading area than any other Detroit 


THE HOME NEWSPAPER 


New York Representative 
I. A. KLEIN, INC., 50 E. 42nd St. 


a Me. O¥. Herald Trit 


3. Chicago Tnbune 


Chicago Representative 
J. E. LUTZ, 180 No. Michigan Ave. 


FINGER - PRINT 
EXPERT HELPS 
TO SELL TIRES 


Akron, O., June 1—The fact that 
many small boys set their hopes on 
becoming master sleuths had some- 
thing to do with the decision of 
Goodyear Tire & Rubber Company to 
feature one of the country’s outstand- 
ing detectives, Joseph A. Faurot, 
finger-print expert, in an extra peak- 
season campaign in newspapers and 
magazines. 

The publication copy is being co- 
ordinated with an intensive promo- 
tion drive conducted by Goodyear 
dealers, who are offering prizes to 
local youth in exchange for tire 
prints, taken with the finger-printing 
technique. 

The youngsters will be encouraged 
to roam the streets on the lookout for 
parked cars shod with one or more 
slick shoes. On spotting their quarry 
the youngsters will take a print of 
the smoothest tire by rolling a sec- 
tion of it wiped with an oily rag ona 
sheet of paper, note the license num- 
ber and turn in the print to the Good- 
year dealer. The dealer will follow 
through by obtaining the driver-cul- 
prit’s name and address and sending 
the name to the home office for a di- 
rect mail follow-up, or calling on the 
prospect. 


Give Finger-Prints 


The suggestion is also being made 
to dealers that they make window 
displays of tire prints marked with 
the owner’s name. Other promotion 
methods, including the advertising, 
tend to suggest there is something 
rather criminal about a driver who 
endangers his tamily and others by 
driving about on _ treadless_ tires, 
though at no step is good will risked 
by making the accusation directly. 

One of the prizes supplied at whole- 
sale by the factory is a finger-print- 
ing kit. The outfit, which is used by 
some police departments, costs the 
dealer $1.50 each. Dealers are ad- 
vised to offer a finger-print free to 
ear owners who call at their estab- 
lishments. 

The ways of injecting headquarters 
atmosphere into the campaign in- 
clude the wearing of a G-3 inspec- 
tor’s badge by dealers and service 
salesmen. It is thought that many 
car owners will notice the “detective 
badge” and make a remark which the 
alert salesman can interpret as an 
invitation to do some selling. 


Has News Flavor 


The material for the advertising 
campaign on which the entire pro- 
motion is built was secured by com- 
missioning Mr. Faurot to travel 
about the country investigating every 
G-3 Goodyear tire he saw as rapidly 
as he could make contact with them. 

After examining the tire carefully 
to determine its condition Mr. Fau- 
rot interviewed the driver, noting 
pertinent data relative to conditions 
of use and opinion of service. 

He was accompanied by James 
Cannon, ace reporter, who has cov- 
ered many important crime assign- 
ments for metropolitan papers and 
who reported the Hauptmann trial for 
the New York Journal. The advertis- 
ing simulates a feature news story 
and carries Mr. Cannon’s by-line. 

The extra campaign includes 
weekly insertions of pages and less 
in 43 branch cities for six weeks, and 
current insertions in Collier’s, Lib- 
erty and Saturday Evening Post. The 
regular schedule makes use of a long 
list of newspapers, magazines and 
farm papers. 


Use 653 Newspapers 


A total of 653 newspapers was used 
in the recent Financial Independence 
Week advertising campaign by insur- 
ance companies, representing an in- 
crease of 123 newspapers over last 
year. 


Paper Selects Rep 


Theis & Simpson Company, Inc., 
New York, has been appointed na- 
tional advertising representative for 
the Port Huron, Mich., Times-Herald, 


effective June 1. 
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BEGATS 


“Abraham begat Isaac; and Isaac be- 
gat Jacob; and Jacob begat Judas and 
his brethren; 


“And Judas begat Phares and Zara of 
Thamar; and Phares begat Esrom; 
and Esrom begat Arom...”’ 


In like manner, many successful ad- 
vertisers may list their own “begats’’. 
The tale runs somewhat in this wise: 


“The New Yorker begat New York; 
and the sales in New York begat sales 
in forty leading trading centres; and 


THE 


the sales in those forty big cities be- 
gat sales in the smaller towns and 
villages; and the sales in the towns 
and villages begat the entire country.” 


There is no magic in this sequence. 
That is just the normal, every-day 
way in which merchandise moves— 
naturally and inevitably —out from 
New York along well-beaten paths. 


There 7s magic, however, in the way 
The New Yorker captures the New 
Yorkmarketandstarts the balla-rolling. 


NEW YORKER 


25 WEST 45th STREET - NEW YORK 
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The Passing of the Codes 


The invalidation of NRA codes by 
the decision of the United States 
Supreme Court 
significance from an advertising and 
marketing standpoint. Practically 
all of the hundreds of codes contained 
fair practice provisions which dealt 
in detail with merchandising meth- 
ods, and in many cases specified the 
kind and amount of advertising and 
sales promotion which could be done 

Inasmuch as the court held that 
code-making is essentially a legis- 
lative function which cannot be 
delegated to the executive branch of 
the government, it will be impos- 
sible to give codes the force of law 
without incorporating “them into 
the statutes. It seems doubtful that 
this will be done. In addition, the 
court nullified any attempt on the 
part of the federal government to 
deal with intrastate commerce, 
which means that no law containing 
the equivalent of code regulations 
can be enacted which will apply to 
an entire industry, including local 
and intrastate units as well as those 
operating in interstate commerce. 

It seems to us, therefore, that the 
codes, as they have been operated 
for the past two years, cannot be 
continued, and that the only logical 
substitute for them will be coop- 
erative, voluntary action on the part 
of the associations representing the 
various trade and industrial groups. 
Without the backing of govern- 
mental authority, it is unlikely that 
associations can bring about com- 
plete uniformity of action in com- 
petitive practices, especially in the 


is of tremendous | 
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numerous details of policy and 
methods covered by most of the 
codes. 

The basis of the NRA was regi- 
mentation of industry and trade for 
the general welfare. Naturally, such 
a policy tended to interfere with 
competitive effort in many direc- 
tions. Inasmuch as advertising is 
the direct expression of competitive 
activity, the withdrawal of code re- 
strictions should have the effect of 
increasing advertising and sales pro- 
motion efforts. The brakes have 
certainly been taken off, as far as re- 
striction of individual effort is con- 
cerned, and any manufacturer or 
merchant can now step out and 
adopt whatever merchandising plan 
seems to offer the greatest possi- 
bilities from his standpoint. 

The temporary feeling of uncer- 
tainty which the invalidation of the 
NRA has induced should be _ suc- 
ceeded by confidence on the part of 
industry, based on its ability to op- 
erate with greater freedom and flexi- 
bility. While some objectionable 
trade practices which have been 
banned by codes will be revived, as- 
sociation effort may prove success- 
ful in controlling these; and it may 
likewise be effective in maintaining 
established practices as to hours 
and wages. 

Advertising should benefit imme- 
diately and directly, however, as 
business men find it necessary to 
extend competitive effort and to pro- 
tect their sales and good-will in a 
market which is no longer under 
control through code regulations. 


Attend the A.F.A. Convention 


The convention of the Advertising | may be enacted into law at this ses- 


Federation of America, meeting in 
Chicago June 9-12, will be the one 
gathering of the year at which all 
advertising interests will be repre 
sented. Because of the importance 
of recent developments affecting ad- 
vertising, such as the invalidation of 
the NRA, the passage of the Cope- 
land bill by the United States Sen- 
ate, and recent efforts by advertis- 
ing groups and mediums to estab- 
lish more effective regulation within 
the industry, the convention should 
be of unusual importance and in- 
terest. 

While the elimination of adver- 
tising regulations from codes repre- 
sents greater freedom of action in 
one direction, the possibility that 
the Copeland bill, which has now 
been amended so as to meet the 
major objections raised against it, 


| sion of Congress will make it neces- 


sary for advertising interests to con- 
sider this situation more carefully 
than they expected to have to do 
at this time. 

Self-regulation as a means of 
avoiding the penalties imposed by 
government regulation still looms 
as the logical program for adver- 
tising and publishing interests to 
adopt. The plan has been discussed 
enough to enable advertisers, adver- 
tising agents and owners of all ad- 
vertising mediums to appreciate the 
importance of action; and imme- 
diate action is now indicated by 
legislative developments in Wash- 
ington. 

In addition to the general sessions 
there will be numerous departmental 
programs. It will be a convention 
which you will find it profitable to 
attend. 


O. L. BRUNS, Chicago | 
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"The Acme Diabetic Pill trio 


ONE OF THOSE REALLY SERIOUS ERRORS 
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will now sing, ‘Stay as Sweet 
as You Are.'" 


“Where’s George” Holds 
English Ad Record 


To the Editor: The most popular 
advertising slogan in Great Britain 
today is “Where’s George?” 

This famous series, published by 
the firm of J. Lyons & Co., Ltd., to 
advertise their 250 teashops, has run 
for just over three years, with a 
different incident pictured every 
week. The advertisements have 
appeared in the leading national 
newspapers of England. 

The popularity of the idea can 
be gauged by the voluminous cor- 
respondence which it has provoked. 
Over 5,000 letters have been received 
criticising, praising or suggesting 
further ideas for the series. 

In answer to requests from the 
customers of Lyons’ Teashops, inci- 
dents in the “Where’s George?” 
series have been reproduced in book- 
let form. Volumes I and II are 
now out of print. Volume III has 
just been issued. 

Commenting on the campaign 
some time ago, the London Daily 
Express wrote: 

“Publicity today is the penalty 
and the reward of fame. 

“The names of the famous be- 
come household words. Their pic- 
tures are seen everywhere; they are 
filmed; they are broadcast; and they 
spend half their lives dodging auto- 
graph hunters. 

“Yet there is a famous man whom 
everybody knows, but who has 
never been seen either in public or 
in private. 

“He has never been photographed, 
he has never made a speech, he has 
never broadcast, he has never signed 
an autograph. 

“Yet to everyone he is such an 
old friend he is known by his Chris- 
tian name. 

“He is ‘George.’ 

“Nobody has ever seen George. 
They have always been too late to 
eatch him. 


WHERE'S 
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Voice of the Advertiser 


“He has always 
Lyonch.’ 

“Of all the famous characters 
created by advertisers—characters 
who instruct, entertain and amuse 
you—George is the most elusive of 
all. 

“It is nineteen months today 
since George first ‘disappeared’ in 
the pages of the Daily Express. Since 
then he has gone on disappearing. 
Gone on ‘going to Lyonch.’ He is 
‘missing’ from Lyons’ advertisement 
on Page 3 today. 

“He has repeated his disappearing 
act so often that Messrs. J. Lyons & 
Co., Ltd., his creators, have pub- 
lished a little booklet to celebrate 
his exploits. 

“That booklet is full of wit and 
humor, but from every page of it 
George is ‘missing.’ It will be avail- 
able from today, free, in every 
Lyons’ teashop.” 

As to whether the series has been 
successful from a business point of 
view, the results of a recent month’s 
business in Lyons’ Teashops, com- 
pared with a similar month in the 
previous year, showed that the num- 
ber of meals served had increased 
by 200,000. This proves either that 
more Georges were going to Lyonch, 
or that George was going to Lyonch 
more frequently. 

The sequel series prepared to suc- 
ceed “Where’s George?” is entitled 
“Let’s Join George.” 

W. BUCHANAN-TAYLOR, 


Publicity Manager, J. Lyons 
& Co., Ltd., London, England. 
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House Organ Does 


Fine Job for Jennings 

To the Editor: Your readers will 
probably be interested in our unusual 
experience with “Tips and Topics,” 
which we started back in 1927 as an 
unpretentious twelve-page house or- 
gan. Its purpose was to sell used 
machines, and it was in the form 
of a catalog with price lists. There 
was no editorial policy, nothing ex- 
cept pictures of machines and 
prices. It did a pretty fair job by 
selling a few used machines, but lit- 
tle did we realize its importance and 
its future’ possibilities until we 
changed our policy to a more or less 
general informative type of house 
magazine. 

“Tips and Topics” is probably dif- 
ferent from the standard type of 
house organ inasmuch as it carries 
a larger percentage of general in- 
formative copy than customarily 
used. Personally, this type of sales 
promotion appealed to us, but no 
addition was made until our readers 
were asked to set the editorial policy. 

I mailed out about 10,000 letters 
asking our readers to offer sugges- 
tions as to what character of copy 
they would like to see appear in a 
new and improved “Tips and Topics” 
being contemplated. More than 50 
per cent replied, and when the vari- 
ous suggestions were gathered, we 
discovered that the largest majority, 
by far, preferred news of the indus- 


try, news about business conditions 
generally, good meaty articles, pic- 
tures of machines on location, car- 
toons and jokes, a little philosophy 
and various other material of im- 
portance to other operators. 

It is probably more difficult to 
produce “Tips and Topics” in its 
present form than the average house 
organ, because it is a general edi- 
torial job plus a trade job. The 
editor of “Tips and Topics” must be 
generally informed, just as though 
he were preparing a general maga- 
zine. 

We spend about $300,000 a year 
for direct mail. We have 22 men 
on the road who are costing us, to- 
gether with their expenses, approxi- 
mately $150,000 a year. “Tips and 
Topics” represents an annual ex- 
penditure, including printing, edi- 
torial cost, plates, mailing, etc., of 
about $25,000 a year, and yet it 
brings in more traceable orders than 
all other direct mail effort and na- 
tional magazine advertising com- 
bined. Here’s the secret in back of 
its success. 

1. We reduce 
minimum. 

2. We try to open our pages with 
interesting, general editorial copy. 

3. We do it in a friendly sort of 
a manner. We do not cram any- 
thing down our reader’s throat. We 
let him do his own thinking. 

4. We present our products with 
the absence of long, drawn-out de- 
scriptions and sales talk. 

5. We print the very latest news 
in our industry gathered by our 
salesmen in the field. 


“shop talk” to a 


6. We make special offers that 
are really special and not just 
“hokum.” 


7. We enclose an order blank 
with prices and a stamped addressed 
envelope with every magazine every 
month. 

By offering the reader subjects 
which are sure to interest him, by 
giving him a fact, an idea to im- 
prove his business, by compiling for 
him news which every well-read per- 
son should have at his fingertips, by 
giving him a laugh, we break down 
a certain amount of so-called sales 
resistance. That is the whole secret 
in back of the success of this little 
publication. 

Each month we know exactly 

how much business it brings back, 
because every return envelope en- 
closed is keyed by color, and from 
actual facts this little magazine, as 
unpretentious as it is, does a “swell” 
sales job. 
This is written for the purpose of 
showing certain sceptics in the ad- 
vertising field, who still think that 
a house magazine is nothing but a 
good-will producer, that that opinion 
is far from the truth, because any ad- 
vertising man can make a house or- 
gan pay by using the suggestions 
mentioned above. 

Between 1927 and 1931 “Tips and 
Topics” nearly doubled its results 
with each month. 

In 1932 it produced $168,000 
In 1933 it produced 260,000 
In 1934 it produced......... 282,000 
First quarter of 1935 73,000 


All of this is due to our unselfish 

policy of giving the reader something 
interesting to read about and not 
blasting “shop talk” on him at every 
turn of the page. 
“Tips and Topics” has an average 
circulation of 16,000 and is mailed 
without charge to distributors, job- 
bers, and operators in all parts of 
the world. It is 8%x5%, 64 pages 
and printed in two colors. The mail- 
ing rate is two cents per copy. 


J. K. Morey, 


Advertising Manager, O. D. 
Jennings & Co., Chicago. 
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It’s Been Done Before 


To the Editor: I noted with in- 
terest the story captioned “Silver 
Dollar Pay Day Creates Much Inter- 
est” in the Voice of the Advertiser 
column in your issue of April 13. 
You probably may be interested in 
a similar stunt conceived by the Pure 
Oil Company five months ago and de- 
scribed in the January issue of “Pure 
Oil News.” 

NORMAN FRANKEL, 


Freitag Advertising Agency, Inc., 
Chicago. 
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June 3, 1935 


ADVERTISING AGE 


GREAT SCOT, OGILVIE! IS THIS 
YOUR RECOMMENDATION? 


How do you mean, sir? It’s the usual 
list. Tried and true, you know. 


Confound it, Ogilvie, are you a media 
manager or a rubber stamp? Last week 
you gave me this same list for face 
cream. Yesterday for baby bottles. And 
now for wall paper. What do you do, 
Ogilvie —just pull carbon copies out 
of your drawer? 


But, Mr. Wharple, you can’t buy 


any bigger circulation than that. Why, 
in 1935 these magazines will deliver 
119,004,728 messages. . . . 


Messages my hat, Ogilvie! Our client 


hired us to sell wall paper, not deliver 
messages. That’s your trouble, Ogilvie 
—these moth-eaten phrases, these 
mimeograph recommendations. A fig 
for your billion messages! What we 
want is a market. A selective, respon- 
sive market*. People we snow will 


buy wall paper. 


But you know, yourself, sir, these 
magazines are the leaders in the field. 


But confound it, Ogilvie—what we 
want are home /overs, not love-story 
addicts—men and women who live in 
homes and spend money on them. 


Why in thunder can’t you give me ¢hat kind 
of circulation? Or don’t you know it can be 


bought? 
e . - 


OFFICE MEMO 
MR. OGILVIE 


From: 
To: «© MR. WHARPLE 


Subject: The Home Market 


As you suggested, I have gone into the home 
market question very thoroughly. I find you 
are right: the interest in home and home 
making among men and women fas in- 
creased sharply in the last few years. 


Oddly enough, though, almost the entire 
trend seems to have centered around one 
magazine —The American Home. Its cir- 
culation has more than doubled in the last 24 
months, whereas others in the field have just 
held their own, or declined. 


Isn’t it amazing how the media picture 
changes? 


Such a rapid growth—from 262,000 to over 
600,000 — is so unprecedented that I felt I 
should investigate the circulation methods of 
The American Home. To my astonishment 
I found that they have none! No premiums. 
No short terms. No club offers. No boy 
sales. No arrears. 


Also, none of the usual circulation attractions. 
No fashion news. No beauty page. Not even 
fiction. It is most unusual. 


To sum up: If we are going to aim directly 
at this home interest field (and I now think we 
should) instead of just advertising to women, 
there is no question which magazine should 
head the list. The American Home is the 
No. | buy. 


%* “We recently ran two color-pages in American Home. 
The response (8,000 coupons) was most remarkable, but 
even more remarkable was the result of our follow-up 
survey. We found that over 60% of these inquiries were 
live, worth-while prospects—actively interested in the 
purchase of floor coverings.” 

The Firth Carpet Company 


\ The 
ERICAN 1 LOME 


America’s No. 1 medium for adver- 
tisers who sell anything for the home. 


| a a i 
- Cnn nnn nccnnncnmmc ccc ccccccccccccccncccccccc ccna ncn sr f ay } 
= ae 
By i is, 6 . a oes : erea 
al ; Salta ae — Rg? . : a 
a % ; oe Re 
- i" iis ‘. is | ete aa 8 
‘s si 4 ‘ a 
4 - .~ a - 
™ a : 9 * 4 
a e: ’ ¥ - Sh cae 
. is i - \ 
) ‘ 
» b : ‘ aed aes 
L ' esc ee. PR a | i f 
c sie ‘ 3 . : = 
. a 4 me ‘ : 
‘ r ‘ ig ’ e veal 7 j ; 
f ar ’ ‘ - & i if e a 
, es : : mL 
, 4 “s é iy r 
L i t ‘ » = o : ig 
oo anne oa ae o : erg .s 
poe a ee a ee 4 ; ’ . = F, eae oe 2 
. SR iat aad Teer ” has oo i J ek alee a ha ony 
Piss ey E 8g ? Cf : rea ey 
] Ptr ee he ae ee $ ri : a 4 ‘ cera Sere ee 
pe Auae eo es th 2 eae : * ie ‘ : agi Pho | aera ae : 
eas Aes a. iM ee Y Ais 5 one ae 
. in re ee i o ae Ad ie? AES, ae oan bet 
, a) PeSor an =i 2 ees Ce : Z ae a eo Sg. ® Cae Ae sae a : “ 
’ oo te es | ae ae, sy aE ‘ eee - Lee oe Ps — ee NS ek ge : 
re eee . Aa » RSE Sie Bk he e* a 3 isa = 
, aes aaa aa oa ee ee 5 as et A a = a nie 
ne pO rete ete OM + ee a Re ¥ b, ee a ae 1 » * ie ae ioe 
: Aes we P 2 oe oe Ls Some nae Bah “~ Fi bigs Bg ae GON ee 
- a x pe a BS ata - a i Fis on 
i pets 0 , Pe a 1 wn ; caer ‘ 
, Ifo) Ce ee a Y a es see 
ee a hor 5 : ee i gael % ag Pe : 
> Boy ae o * x 5 a y re at ee ‘ 
ieee ks : c s j : ae . t : 
ae F by w : : a 7 i 
' ; ss a ae . i mee ; tgs 
wre rae 2 ais oe | q A F 
= ic eT, — 4 ‘ 4 me vs an 
: es re fe lg ae s ager re ; het 
: : Pa 5, ae 7 4 : Be) ee 
. 3 2 . q rf nae ‘ 
or, eed Wage ts ae ot “ an y 
Sa ae hee ee es aie gia Hea 2 a egal c ie : : ‘ 
<p aA enh ter fares ‘ Sc Sea ae eae a ae ; 3 
Sat ee Riera! Oiler tieaame cae era Mes |, OR a Se re events eae ee < 
‘i ay te i i ee Se pene ere ‘ he : es 
oa = ae * ‘ Mca hat een pt, 2 : QE a , ey 5 Sh 
, ae pe ene Lad ees “hg : oe, ee - lies i" 2 = Fes Ree en 
‘ : eal a ¥ She emer ; en are a i 
i ete ae a " ‘ae Bs : 
De rae ie . ae . Poe os cic Ti, a riots fer ‘ i : aie bait aes 
ahs aug pede : ape te oe % BN ds a i 7 Se ; 3 . Poles We 
my SRT eae ay Pan at an aren ne Pe REL 3 * ‘ erely ieee 8 ak ae 
cePe face aed heise je ec ea ae ea oe, i eee unre gers er Par aioe 
ae SO Mine Cs We SA cee cake ee an : ; Ba Boas eS ee I he le eae’ nee 
Bed en eeepc | Nie Meme 20 oy ras ek cit amas 2 or Ree Rist od ere on as Racer 
SRS oo 8) ARC Oe ore tae ae aS. Ka ; ee er ae, JIE Gets 
ee te ys, Hee er es: ay age, a oe eae oe , is Pout ei eee Ks Se oe 
hee Oe ee ee ee — - ’ Ae Mae aR er ee dee 
Neate ce iki Day ge al ae cay a, aN iM iReE) Acl) Syn a: ty! | care Ye _ ae = ate Rie eee ee ee Pe ela eae: a BP Cie 
So icli 2sat adhe Gene Ma eg es ee aie 2) <\ eee ‘ i e F Ss ONE, RCN OC ae aM Rie etleg ee RAN fete ir ae oe 
CRY epee Vee ae ee = Ra eee ete een ba i a cae ; eee Saas ee ee ee ee NE ah tothe hi a 
ht har ena ee ee ee ie eee a ea a: _ , YS si Tu Smee eg sak Nearer rt a ae Penge ee 
SOP charrico Cube) Sian ae ieee ane wee i j . be NiO Gs EEN ee eR aliele. «tiers el aA ee ai Nay oh 
en ee ee EE a a se : ; ; , ; Ber te yy Mek ar tty. ah Ns pete, 202 rence Sh 
ce MEUM TM oe ol re , Ne a en Rt is nee oie Rites oo ee 
ee eT eee ee ol \ Pig ee $ ; : es (ec Gala Naga MN kOe Eee oy. ies e ea iaree 
ee eae re” tates at aa a i NG ee ree eG te are Daas 
ee 5 FO ee nT a a : ‘ Ce eating aed ee aaa Sea te LY 
‘Sal aie ee ; % a ok » <a) wm Re Stee “ : ‘bee Gaps stones i eetiiee Sa Ga 8 aking bea Vib anene Sh Diakg 
eee cy eee a Sars + ee Rae Lett : ie * con Af ata : se sig, coe Eee Bate i oe Bicaey 
a ‘ Ae i ee hy ab Ne seater Acie i) Se No eer ee ete ees ea 
ge ss ‘6 fore 0 ae ita ae en eee iy ee Oates | oe Yee ee Ror REET 3k Sie 
ae # sg * * es q 1 C2 tae tanita Fay” Acura Se Rag een ate 
re oa : ee ' ae oe 
re « 5 9 
oe : q ; ate é , 
4 i ~. . a F : 
ries <a on oe: Bs <3 : = is : es . Oy dg Se fae! =i 
. ey eee es ates : 5 = 
-: 1? We PRN <onae) eallae 5 ge , a Ms ; ’ 3 
4 Ee i . me c . slung te Boe ki, 5 eres 
a : . at ae Sh =a CaN a Rs a iby er a ee he rare i wy 
eee ar , é ae Nae uae samc einai iar ata ree ae cae Meee eed 
Se PTS Ie ipa ial, ee ade a Reah eR cts Mealy a ioctiad SoC pees 
EE eae eee ° °° ig ite BP Seen) Pa ed A eee ie ay ae 
2s Maat alewes ae ean Oe. saan Pete ine a Saree 5, ele, Sl al iN yeti ae laren ee 
ie Ta RT Tee Ce ; ge ART PE i ah edo na BR a ai me kn ieee ee Cae, bY nee 
2 "i Py es Bea iy aaa: * Bs oe ae ee Pa ete PEN ae ee ee Pies te ie vent bi MT Se ERE are Ff ec A oe Se i & 
AS if ane Yok 3 a ep es ge ean cea yh ee . 5 RM Ay Shit Gur) ae Molnnaene tae so - ee (dae "maaan a eee 
og febiger VOM Pht alg AN mA Beg Nin al Bare A yal a WE i ee . hey ear aeans mney ION Sik Non 2 eS tei a eet a oat enlace Sh Shae oe ams a Bp Sr 
; ees SRE Wee eae etyin | SM 2 eu ee a hee 3 POMS he Beta eee Senet Me ee Gee . ay oe A Fe eae ag =e aot uate Sa ian 2b 
- SRM aR te Coan Ns ie Gee me Niet SS Ah AE Se MM oe A Ce Ne Oe ge Nei Mar tna con erameeamaceanyre ae" = soldat oe 
Pe Roast : P bias co eat a , ' <2 3 ‘ ee me Ao ae as 4 Bienes e: c = ta ee 
+ a "3 i = wee : & a ee Gore ne Fa arin _— sie Sy 
i ene s. AS” ieee ap SA ane a pir aioe ee Pra oduct aaa 5 “4 ite * es . ia ‘ oo an Boe ls 
eee Cats oA [. pee 1 Paw ome ney = a ae ee Pai a: < cok se : nae bas ae Se < ue on 
los ee ie Ce Pe tera allo sitar Wee) aera, een eae Cromer Septic ie Regen lat Oem oe imag es ere on en era - ; é “hie. ee 
0 A 3 etme 2,0 ea ee ae ‘Ae eee ete ENS SCOR Mee ae te Bee eae Se Meer lance 
ta eee Rte it abs Oa ate eeee Png ae” esta Shes. mee Dee ge: Mites, Veet art A mies eso oi ea eile ic 
es Tame: 3 es Seclhidiiee eee heat: |< ae ean fe co tigaes’ ot Cipemeeee Nea (ae cay aa nso gf Steet ech air ee em ee aS I gn Rinse ows ee 
oRaoe, eae aie es Do eens UR seek SS ir pam sr yen sa aT: 
See Se eres Rea ot rere 5 Gh 5: RS ESS aes i ae vor ec iee Stee ee bieebr eA sina 
hrf et vl Me - ab x i Fe 23 a aes EN i. ek i ca fal" 5) haat 
A ak he tat cape is P Be ia a feat Be ray Ages! avai sll aay : a x eal 
a‘ “i 
beer til 
ee _ | 
nes 
ee 
Pr te 
* ° * Pare 
ee ee | 
ee | 
Deal es oe . . an 3 Seth ee Ee A: Ab AC fee By ena fe i rs 1 eR a oe ee ae, A Rae ade OM dia phage tic og ie “2 ey AA oe See aR pee sieht Te ii dae SecShe  Re SRRa AOA FE oN yoke 2: fee ae oa eats Te ea BN sn eee 
SOF dae ne ee ot OS gee eey peat ae oe yt ica a ae a Sa ee mren AM Oi Pair ae eg Sas chy 9c. ® Ch gates iaghe” Won cet rea Dec Meee yn ee ae es ae te a aange en cies" cic tere rh Oh Dae ec ad a a Ge Tae le, Cg ae al = Se are is, ot fe ean oe 
wo TYE ey Ba eR aR re IA Me ay Da rte ee DE St CPM: Cer i a NE ae RM Pa ie ace ae sere arate Ag go) era) Ue alee ie Gulp et en ne ards le RES ye ca eT Be Ge 0 Taira 8h ae Rt ti rn a Oe ant hae 
heer cies er SA ee ba Tea y ie coe eae oS, ET ae ee 2 eee Ses 5 hci ge See oN aie rae a he Piss Rates e R oee rau eNog s ere Ro Ea SS tat SRE ES hae SUG are Eke We, SS Rata ee we Me rs SP em epee aS 
‘ay pceg Weis we gk Cath Aa ORG lee me ee eM el Re ico oY 2 so ge Pia tes hee ye eats gy, i eee j=, aerate Ta hag 2 eee sisi a Pn ¥ Vere (eae age Ca ers : Bee a cr A ees a ee : ee" 
Be ee ee ee Se RMN ee ge es ee bee Ae ate ioc’ ZN aS ee aia ee ei oe 2 a Oe I came eS 8 Se, Or Sy sah ct ting as tes ee a ; Shi Aten See epi Ome Po oem iia OR races Soda aia toa ety AN rat Hed? i ae re 
oe gas Gk 3 apse See etn Pak Se oan ies el PFS WR Oran Ses 8 eae ty ee a oat eg Ea, PERN: AC OS tals Sete eM Meare a hhc yo oh tS Lg NR al terest ne tt gipeeemamncde 2 Unie ty ah eam, er ere ee ta em eR eee eee eS Mam eye) eee mE iia Ad ree vie cy on eee ert eri ee eee ea ra! se ic a> ee Sea aa 


12 


ADVERTISING AGE 


June 3, 1935 


San Francisco 
Bakery Names 
Three Agencies 


San Francisco, Cal., May 28.— 
Langendorff United Bakeries, Inc., 
San Francisco, has appointed three 
agencies in this city to direct ad- 
vertising for the three brands of 
bread made by the firm. 

The advertising of these products 
was formerly placed by the San 
Francisco office of J. Walter Thomp- 
son Company, which recently re- 
signed the account. J. Walter 
Thompson handles advertising for 
Safeway Stores, Inc., which distrib- 
utes A-Y bread through its own out- 
lets. 

McCann-Erickson, Inc., has been 
placed in charge of the campaign 
for Langendorf bread. Emil Bris- 
acher & Staff will handle advertis- 
ing of Old Homestead bread, and 
Leon Livingston Advertising Agency 
has been appointed to handle adver- 
tising of California Baking Company. 


Edits “Druggist”’ 
Harold Hutchins has been made 
managing editor of American Drug- 


gist. 


BISCUIT FIRM 
ARMED FOR BiG 
SUMMER DRIVE 


New York, May 29.—Encouraged 
by the high sales response to last 
year’s campaign, the National Bis- 
cuit Company is embarking upon a 
larger and more ambitious summer 
drive in general, class, and farm 
magazines. Weekly advertisements 
in key newspapers throughout the 
nation will supplement the magazine 
effort. 

Balanced diet as a _ requisite to 
health is the major theme of the 
new copy. Sun baths, exercise, and 
fresh air cannot by themselves build 
health, the company will tell con- 
sumers. Much of the advertising is 
specifically directed to children and 
parents. 

It is planned to reach an audience 
of 4,300,000 families through the use 
of the national magazines, and 
3,770,000 families through smooth 
paper publications going to the farm 
market exclusively. “When wheat 


comes home again” is the caption 
above all copy scheduled to run in 
farm publications. 

The supplementary newspaper copy 
is being placed in more than 500 pa- 
pers having an aggregate circulation 
of more than 24,000,000. 

Special copy, designed to appeal 
to scouts and campers, features ad- 
vertisements prepared for boys’ mag- 
azines. Headlines are in many cases 
written in Morse code and semaphore. 
National Biscuit winter and spring 
campaigns are said to have been 
unusually successful, and since the 
summer season is normally the pe- 
riod of greatest cereal consumption, 
a new record for sales volume is an- 
ticipated. 

The account is handled by the 
Federal Advertising Agency. 


May Advertising Moves 


May Advertising, Ine., Philadel- 
phia, has moved to new and larger 
quarters at 1516 Chestnut St., taking 
the entire fifth floor. Bertram May 
and F. J. McGinnis are principals of 
the agency. The telephone number 
will not be changed. 


Joins Blackman 


Sylvia Carewe, formerly with Ruth- 


rauff & Ryan, Inec., has joined the 
copy staff of the Blackman Company, 
New York. 


BULL 


DNOVER-MAST 


MARKET! 


@ The May 1935 issue of Mill & Factory 


established ¢wo all-time records. No boom 


day issue of this magazine had so large a 


circulation ...or so many pages of adver- 


tising. Such recognition by a record num- 


ber of advertisers of the responsiveness of 


this constantly growing readership leaves 


little to be said...except that Mill & 


Factory rates as yet have not been ad- 


justed to the increases in circulation. 


ay 


ALIUNY 


PUBLICATION 


Advertising Offices: 


NEW YORK 
i 205 East 42nd Street 
. 
CHICAGO 
333 N. Michigan Avenue 


NO MIRACLE 


EARTHS HAPPENED! 
(VE MADE A PERFECT 
MERINGUE AT LasT! 


eure! THIS TIME 
YOU USED JACK FROST 
SUGAR. IT DISSOLVES TO 
THE LAST FINE GRAIN... 
quick as A wink ! 


Typical copy in the new campaign 
for Jack Frost sugar. 


New Campaign 
Stresses Low 


Cost of Fish 


New York, May 31.—Ordinarily 
not a very large advertiser in the 
summer, Gorton-Pew Fisheries, Glou- 
cester, Mass., has launched a cam- 
paign promoting fish as a food useful 
for solving budget problems caused 
by high prices and scarcity of meat, 
the result of last year’s drouth in 
the range country. 

The campaign starts tomorrow. 
Insertions will run about 70 lines. 
Copy will appear every week during 
the summer stressing the economy, 
food value and abundance of fish. 
Some of the largest grocery firms 
of the country, it is announced, will 
conduct special summer promotions 
on Gorton’s sea foods. 

The Gorton-Pew campaign ties in 
with efforts of the newly organized 
Fish and Sea Food Institute to pub- 
lish facts on the merits of fish and 
on the low prices of sea foods, made 
possible by the fact that “there will 
never be a drouth in the ocean.” 
Churchill-Hall, Inc., is the Gorton- 
Pew agency. 


Browne President 


of Cincinnati Club 


C. W. Browne, U. S. Printing & 
Lithographing Co., Cincinnati, was 
elected president of the Cincinnati 
Advertisers’ Club May 23. Jack War- 
rington, Spokesman Publishing Com- 
pany, was elected vice-president; Al 
Apking, E. & J. Swigart Company, 
secretary; and Cliff Fox, Fox Sign 
Company, treasurer. 

New directors include Mr. Browne; 
Gertrude Avey, Cincinnati Public Li- 
brary; Henry Childress, Chatfield Pa- 
per Corporation; H. W. Manz, Cin- 
cinnati Post; Sam Rouda, Kroger 
Grocery & Baking Co.; C. W. Van 
De Mark, Baer-Bigler-Van De Mark 
Advertising Agency. 


Sloe Gin Campaign 
Placed Under Way 


A small space campaign will be 
used steadily in metropolitan news- 
papers during the next three months 
advertising Julius Marcus sloe gin as 
a summer drink. 

Recipe booklets containing ideas 
for mixing sloe gin are being dis- 
tributed through retailers. Menu 
ecards and table cut-outs are being 
supplied to restaurants and bars. 


Packer Appoints 
The Danahy Packing Company, 
Buffalo, meat packer, has placed its 
advertising account with The Moss- 
Chase Company, Buffalo. Radio and 
newspapers are being used. The ac- 
count executives are George A. 

Clauss and Charles J. Coward. 


Sachen to Philip Blam 


Edward J. Sachen has resigned as 
advertising manager of Many, Blanc 
& Co., Chicago, Du Bouchett liquors, 
to become advertising manager of 
Philip Blum & Co., Chicago, import- 
ers of wine and liquor. 


|, FROST PAINTS 
RECIPE PICTURE 
FOR HOUSEWIVES 


National Sugar Takes Space 
sj 'n Comic Sections 


New York, May 29.—What is said 
to be the first consumer advertising 
campaign based on the use of sugar 
as a recipe ingredient was inaugu- 
rated this week by the National 
Sugar Refining Company of New Jer- 
sey, for Jack Frost sugars. 

Newspaper copy in black and 
white will be run two or three times 
a week, for the balance of the year, 
starting this week. In addition to 
this campaign, newspaper comic sec- 
tions and local radio programs will 
be utilized. 

The Jack Frost advertising which 
is being scheduled for comic sections 
is the first sugar advertising to ap- 
pear in this medium, according to 
A. D. S. Palmer, National Sugar’s 
advertising manager. 

Supplementing the aggressive pro- 
motional program will be window 
streamers and displays at the point 
of sale. The counter displays are 
based on the Jack Frost related 
sales plans for selling additional 
products such as flour, fruit, eggs, 
and butter. 

The aim of this Jack Frost cam- 
paign is to educate housewives on 
the importance of super sifted quick 
dissolving sugar for best results in 
preparation of food. 

Because of careful refining, house- 
wives will be informed, Jack Frost 
sugars are so uniform in grain that 
they dissolve evenly and quickly. 
This is the first time this theme has 
been utilized in an advertising cam- 
paign, Mr. Palmer said. 


Give Women Correct Answers 


“The copy themes have been based 
on an intensive psychological study 
of what women want to know about 
sugar,” he declared. “Because sur- 
veys of women’s reading habits show 
that recipes are among their pri- 
mary interests, space on the women’s 
pages of daily newspapers will be 
used in the consumer campaign.” 

Three types of copy will be em- 
ployed. A service feature box will 
present a recipe calling for use of 
Jack Frost sugar. A “double recipe” 
type of advertisement also will .be 
used to show the use of different 
types of Jack Frost sugars as recip? 
ingredients. These advertisements 
will be illustrated and will be signed 
by Ellen Leslie, home economist. 

The third type of advertisement 
will present dialogue, and will de- 
pict interesting cooking situations. 
The Jack Frost trade mark boy will 
be on hand to give helpful sugges- 
tions. 

Comic section copy will feature 
social situations in dramatic se- 
quence, and will demonstrate how 
the use of super sifted quick dis- 
solvine Jack Frost sugar in the 
preparation of food “saved the day.” 

In promoting the company’s su- 
gars, several types of radio programs 
will be used. A children’s club will 
be featured. There will also be 
morning entertainment programs to 
promote Jack Frost’ sugars. to 
women. 


St. John Leaves G. O. A. 
to Become Pier Director 


Louis St. John has resigned as 
manager for the General Outdoor 
Advertising Company at Atlantic 
City, N. J., to become secretary- 
treasurer and general manager of 
the resort’s Central Pier. M. R. Yet- 
ter, Richmond, Va., has been ap- 
pointed to succeed Mr. St. John in 
the Atlantic City G. O. A. post. 


Three Retain Klein 


Philip Klein, Ine., Philadelphia, 
has been appointed to handle adver- 
tising of Whitemarsh Memorial 
Park; Philadelphia Ampoule Labora- 
tories, makers of medical supplies; 
and Cities Finance Plan. 
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ADVERTISING AGE 


FACTS THAT COUNT buring 1934 the 
Chicago Tribune carried more general ad- 
vertising than any other newspaper pub- 
lished in Chicago. Retail stores, which de- 
pend on immediate, day to day sales, give stores, this leadership amounted to 508,036 
more lines and 642,981 more dollars than 
any other Chicago newspaper received. 


similar 


Tribune’s superior ability to get results. 


From 


North Shore to Steel Mills 


649,000 FAMILIES 


read the 


CHICAGO DAILY TRIBUNE 


HETHER you are interested in selling 

mass or class, the Chicago Tribune is 
the most effective advertising medium you can 
use in the Chicago market. 


From Lake Forest to steel mills, the Tribune 
is Chicago’s first newspaper. 649,000 families 
in metropolitan Chicago read it daily . . . 244,- 
000 more than read any other Chicago daily 
newspaper ... as many more families as are 
in a city larger than Cleveland, St. Louis or 
Pittsburgh! 


The vitality of Tribune news columns, its 
features and editorial independence, get in- 
stant response from millionaire suburbs on the 
north shore and modest homes back of the 
Yards or mills. 


THE WORLD’S 


<} 


clear testimony regarding the 


SALES REFLECTION! The 12 leading 
Chicago retail stores last wed put Png as 
and more space in the Tribune an in any 

t appeal advertising—you will find that 
other newspaper. With the Loop departmen i caleses Een 
than read any other Chicago paper. It 
is first among women as it is among men. 


Tribune circulation virtually blankets Chi- 
cago’s better grade neighborhoods in which the 
greater proportion of it concentrates. It also 
has more effective advertising coverage in 
average and below-average districts than any 
other Chicago newspaper. 


A year ago the Tribune on weekdays reached 
55% more families in Chicago and suburbs 
than the second Chicago newspaper. Today 
it reaches 60% more! The lead over the third 
Chicago newspaper is 74%. While the second 
and third Chicago daily newspapers were 
losing circulation, the Tribune gained! 


Total daily Tribune circulation, over 800,000, 
also gives you a “plus” coverage of 151,000 


Chicago Tribune 


additional families . . . 600,000 people . . . in 
those Chicago-minded cities that form such an 
integral part of the great Chicago market. 


At low cost, the Chicago Tribune gives ad- 
vertisers plus values available in no other 
Chicago newspaper. It has the volume of cir- 
culation—the market coverage and intensity of 
reader interest—which gets maximum results. 
It has the confidence of readers, the active 
support of dealers, and literally sets the pace 
for what Chicago thinks, does and buys. 


Let a Tribune representative ... or your 
advertising agency . . . show you how readily 
the Chicago market will respond to your cam- 
paign in the Chicago Tribune. 


GREATEST NEWSPAPER 


NO MATTER what yardstick you 
apply—editorial 
circulation, department store or women’s 


content, 


more women read 


ay 
gy <ty 


Dre 


home-delivered 


black and white but 
our results, it is far more produ 


eago Tribune. The great store of Maurice 
Rothschild used 21 newsprint Color pages in 
Tribune last year and Mr. Rothschild says 


; : ; * 
| CCisdz ee 13 . 
NS SSS SSS re 
LLL LLL LLL LLL diode 
‘ oe 
boy “ Be siaeatad - Ro _ mers 6 
o>... : ig, a Se . _- Didi = Se mE aoa po sang - a 
‘ bok ee "7 — onary ’ Pi 
Oe i Py, ae ‘ , Sood ‘* Ce re ae é ys 
) eos ee ey 2 oe ae ae ell (ts lg Te 
rs i, song — oe : on : peel 
pe Sea ” * ne a “tiene oo, * emit é ls 
‘ 4 es a “ eg © Me ay Sede. on 
a i me roe —_ ; "3 _ , 
~~ me Gln ee se ee =e gietinssl cont 2 ie ee ee 
; - " -. *° eer ce oe ae if a4 
| | ers [. ia 
Pe aaa agulliige! ¢ . - 4 .~ : 
«J at lll , i sa oe ee : “4 J 
a Saw ws eerie . : : . ~ es 
’ : . = oy bt ‘i ee ire . Es ‘a 
d aoe 9 oe Hines At? eg ee “AN eee | ain, 
. Soe toe & a] : yw + ne ae 
3 ; ~ “ea , > Oe » age lliatetaatiad > -: «eee 2 fe 
r od ee BS ser * i : a sie ~ : ¢ A 
1 o— a ae ee é rr err ibe ei a 
Piney ae <r ee — i Be rs y aa 
4 ; » fae race oe eS Ae, “ee. : te ne 
s net wi, <eele ae 4 es a > vere 
‘ . my tes Py a oy ed Siig Ne 
: i 5 ’ oe eae ——— Seales 
0 ' a ,o> im ae | eas: cS wae coe ne ae ae 
* "Y te Toe nage oN os wie? ' chai bate 
ao Peer > . cL EE oo oe * >» oNipodd ~ ‘fa a 5 Seiten g anna 
= : - ae * ae ees ih ae ae “ a bs ri oe, : ” ae ) id cme ‘ a 
, jer. * ~ Sa) A aaa ak = Rae 2 a er ies sant ms Lipa top ite Peasy 3 » 
a es : a | te ian eee ° se Po ee eee | eae e ee an 
8 me ee ee PG can oS! eee es eer 
)- eA ae rarene’ wien, * 40 ere ses a Re a 1B Oe en ome? . om, sed a 
re) , al ; tT he “e ae soe aca ma, — * Ser cae eee Cen a hee - Gere ae 
7 eee” sali Ree ae, * a - pet a ne : ype = | ak. see” Gee See Pattie ti : & i sph By 
8 i J . be : Sere ~~ 2 ea i ene sate cs | Aare FOO ee ny ‘ } = i 
, Siva OM Fi et _ + i ao. ‘ % PM. in Pe as, rates eee: eee ae oad 2 tS , te, 
mut i ae se ie cr eek - % ee Fee : ge ae eat a * PN 
es a 5 es chee eee "at ics se ee : ey. iy eae , Ps ; i 
™ ag » 4 “ae : aa vet, Th, = aa ee x ’ A atl Rope pe a eos . a ae et —- 
“es . a | Le Tota ae OES a ig ONS RNS ty Sal Se ee ‘ iy fei Pas Be) 27 3t aa ,* Om a a" yr ek, 
“ -s a 7 =P ‘ al al Z; hae a agi seg Ct tiie toe Pied, ope ep ce og oat | ee » oss Sah ; 
. - - nas Fe egal eee eM PS P . ime Sar), Oa TS Praca | ieapires eas Nia tie ee gph ‘is Cac a ies 
ey é a “ae a pee — pf an Piel nO, wae vm 3 aes ages eee om porns ys ie. Ne 
BS » * a > é : a og ba ee a oe NS ie a! : : aaa ; Fc bon 
: wok ge . . i . 4 ee aie: os ty His she a a od, Ragen oi. i, »* <a . hy ees 
e fae *. cage ; : =e i ees 1 eae Pe year oe si : Zz Le: a." t i Ree 
. sae. ~~ : i... 5 ORD ot a ea . wt - ; ‘ ¢ arena 
7 Pik ae , a Oy ao ”* lee hee 
Ss ” - * a a ee gee . So gee ' ss . BS ola, ae ae “ yi 
8 f Sa = 8 a j — te i. ae . 4 pele et is © ates yo lly Ay Med ae é ae 
’ : es A fain ahh, ; mae Pe = 1g le co eee 7" ae oat ae — .: ae ee ts 
1 Rives. ff ~ ‘ete a be Es le rig ee s .. ge - A! ye ee : ¥en a E pee Ea S. 
€ “ye = oe i, ¥* Ms ng Seer oe ae fae an al ee wT nad See 
k e ar “eG, ene Lf - fe trig, te pie a cas ae m : as, wie ee —— tt om ae, ell 
F am am, ‘3 nia mf I rogitea ie ; i “ cat og -— Se ' “ : Pn 
" F ‘ ee -s , Soe - < <& Pay or , : ee “J —— “= ee ie toe 
i » he” ae : - ” te q iy ims f SS Bes ~ ASS i we oi ci. 3 De ete 
e ! “a Re, cial ; ee ee  — — ee 
e- > ** RG ae wr CF ; &: < : ee aoe ee. Wet = LR aaa gee 
Boe * we 3 Sardis eT iy, * ray ie yeni 
t oe. tx FS ' $a: we hee a _ , 
> ~ - » “ Ee ee 2 sa 5 rae — “——s q cs rs hs 3 : 
ut “a eae aes ee ot OE ~~ lm SN al ike: 
is eae 
n- an Sets a 
oe 
tine aileh 
ee ae 
y cet 
it eae ae 
r- Re ieayct 
Ww Ea hy es 
, ey tual tua 
e hte Mens 
- eee 
ll or 
of Were 
.°? : " 
ye 7 , 7 
ot os 
2 i 
ts 
dd * 
ot z 
e- R 
s. ; 
11 ; 
'S- P 
- 
re » ss 
e- j - 
Ww | ae 
7 
1e ee 
Mag j fet of a 
u- ey. Oe 3 Oe 
) ae & 4 = v Se = a 
as — ‘4 ri 4 #7 ypmere: ¢ 
a ET. #55 cet 
" 7 — oe. . oe 
A P oie os i eile ates ecesesnseseitetytatstctatatatetoteet se senses SSeS Reese ‘a 4 Sa Soo EE Si ‘ Pd 
ill ss $ = Seo Sec e SERRE | COVERAGE See See eS fi ’ +-- cm Fy Poakee 
be : . RS * Rea Se .. See || Percenteges of coverage bs: Sy SSS ——— s - Sees ee, 
to : 3 et i Se re. >. oa = | “a ss ‘ . SS Dra ie a | § dh ree ens 
: : — Mey Se eo > = * Se : 5 pes mn SS S fey. an. : ie ee 
to Boa F eee aoe 5 * 4 a 7 bi a * = ( 1 rns BS . me ee Ss i Ni of : ys 
4 “Geeks ae He : 7M — ¢ i . at os we : ~ ‘ baad ae ye Lahey Bis cus. oe hi —* Co y+ s& 
ae a ee ia 2 0: 2 a | ak. oI | - s 
ER ees See gk me oe a a = 4 P > ‘ st Ee gt 5 ee, * Sy . 
= Big wees i : “™ 4 ca | ae % . | te, Play) ch a Say 7 
ES 2 ane oe Av r\a ea % = ce Se) aa ' (7. ij Sy i oecgn ae: Ss 
ee ve tens Be 3 mS ‘ 4 s : m ‘. a! on > (ne a ie i <r Ss 
= ao ~~ : ‘ « : i, r +a) si cia S ere , So NE , Se 
or : i se a i % a “ta - Be. Hi pes ooh. : TAC ae Sey 
7 eg ae er ) ao 42% ie eS se A Cee RS 
as § a Z; a. 7 .? ae A — see SS SS OOre fs Sas 
te 4  %, b ; ont <i: . Reo ‘ ¥ ee ait a st pie ea / SSS \ ty oy She Se 
or ie ‘ Pa ett * 3 aN : faa SSS... VA Sees 
: ~ Ba Ag a y ye a l Sug ‘i ra. fa SESS aXe SE 
1c Ta ee ed ec” = i aaa 2 ee i ~S ‘ \ i iS Sree oe Ste "Sls / aaa SEE 
Ph: oy ae aT yee i ‘ . es Pen Rie Es Si t. Se Ma a a Pl SSS 
a” cae ace ees! Ee Pt onn oil —- io Re cages a is, * oH arr, Se “ne ; Seatac 
ABE ch % otal yea i . ; ws ’ 2 : . j SESE 
of ee Pe Cuan area . or Ae Te 36% oo ae hes Cc SO See E 
t : Gace age i i Sada 4 7 _) ee jee veer ee ae “a ing a : yd Z 5 : RSS Seka 
at- i ee mF ib as bavieas > 3 Ae. | ie | gO Ok Sie: = Ses SE 
oie ee -%% . Be —_— ° ne sre SY. 31 ———. 8 7+ eae ¥ Ses mR R #y Ss 
.p- a3 eS > x . aS Bk: x x 4 ats 31%) _ 2 : fase ee pei es él SSS = — aw > SSS S = SS 
in 8 se es ~ ' S55 ee as = po ey 1k 7S eee as Se a Sc ay SG 
oe a ‘ ee ins : os i: { Sr ee ‘ SS 1 METROPOLITAN CHICAGO | See rs ST Atty SSS 
: a a Fs Sy : 2 Soe SSS SSS SSS : SSS 
Tribune 2 03 
? COLOR PAYS out handsomely in the Chi- . a 
L 
ithe 
ia, Pa 
i Tribune newsprint colo ag osts a little more j 
i letive.” “5 
S$; : 
epeaasasesss saute esate SG i XU 
c —Crti“‘—iéis~—O—O—OSOSC—s;~;~—C])hOVCC.—h ——hChTC—hCt—teeNFSsS—S—FCS WU CF!.h.hlmlmDWUWUC—t—eeeeCN.CC.C.:C:C«ai«waOROOCC ‘RRR a 
x ¢ g i bene IU : , Ad ROE ie ee es CR Mtns SS Rh ly OO aa ghia’ Sra i eho I lg. ee pen RO ER Fie 2 Sa ye eae ae ree ee 
(IE Aap ss edt each a real ada tgs ae Ding ig coca cP SRR See i Ore eanIN ees gee FH). et GS ee Oat rea psa 2 ny CS Ngee ant mmm eet 1 ic ee RR LQ Seen ye) a1 er 
clea ee Recker ae Poe ee “EL ae ees Rake Sait oP hee eee eaves ea er ea asl ees mS A DIR Ore A Teg ed sh, eg et Re emg eR eary Sy Males i ae ass Nace las fa. Sip terol tt Geter neato cml MAME UPN ASA 3 sad get ek gene eho 4 Mas 
Ce Sete eS SF Sr SR 6G a a er as BR DR eG oe ea nee an gee Ae cele acc Giclee ge ali ka Baa a uae" or SOMME IMG Rit), | o/c a Saty Pe eecgs ey berg te Uist ogc rd Renamer prea at a, nk ere ates ee Sea rau GT ae tip tals i oh et aga ena wees ES eaag 


CONDENSED! ~~. 
ee ee from 1000 pages (4°vol- 
umes) of the original re- 
port in. this handsome 
64 page book with maps 
(50 pages in 4 colors). 
Now ready for distribu- 
tion to executives! 
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OF UNEMPLOYED 
ARE AMONG mE Liye Layeu 


OF NEWSPAPERS... 


_ This simple startling FACT 
is fast becoming the most 
talked-of subject in the 


% Have you seen the new survey showing the effect 
of unemployment on retail sales in 1935 made by 
The Los Angeles Times? 


triplet worlds of Selita 
Advertising and Publish- 
ing! 


—is the question that is sweeping 
the country. Hundreds of hard- 
headed, straight-thinking busi- 
ness men who “have seen them 


—is the question that we are prob- 
ably asking you for the last time 
because the 1,000 copies avail- 


“ ‘tl meee a re madhot for various 
products has been eliminated? e What is 
the exact effect of unemployment on the 
various income groups? e@ What is the 
effect of unemployment on 1935 spend- 
able income? e Exactly how much of the 
1930 buying power remains in 1935? 
eWhy do practically all existing surveys 
and market estimates have a margin of 
error of 15% to 50% because these un- 
employment factors have been entirely 
unknown until now? 


Have you sent in your request for your copy? 


all” are saying of this survey, “It is 
the most interesting and of greater 
practical value than any survey 
they have ever seen. 


able for general distribution are 
rapidly being exhausted. 


Please send me the wns Angeles Times 
Survey 17 


Individual Name 
Position 

Firm Name 
Address 


City 


-— ¢ » 


tail Macketinn me Carskeie Dept, Times Bldg. ‘ 
Ast St. and Broadway, Los Angeles, California, 
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June 3, 1935 


Every Amateur 
Gets Cash on 
New Broadcast 


Los Angeles, Cal., May 28.—‘‘The 
Road to Fame,” the Pacific coast’s 
first network amateur show, and 
said to be the first of its kind to 
financially reward every amateur ap- 
pearing on the broadcast, was 
launched yesterday by the Rocket 
Oil Company, Los Angeles. 

The new program for Rocket gas- 
oline will be heard over station KHJ, 
Los Angeles, and other stations of 
the Columbia-Don Lee network, 
from 8:30 to 9 p. m. every Monday 
for 13 weeks. The program is broad- 
cast from a theater here. The pub- 
lic—those who will attend the show 
in person, and those listening at 
their homes—will select the winners. 

Substantial cash awards will go 
to the first three winners on the 
programs, with consolation prizes for 
all other participants. In addition, 
winners of first awards will compete 
in a show to be given at the end 
of the 12 weeks. The final winner 
will be given a paid engagement as 
a professional artist on a transcon- 
tinental broadcast. 

The Rocket program is being han- 


dled by Beaumont & Hohman, Inc., 
Los Angeles advertising agency, and 
is produced by KHJ. Frank Gill 
and Bill Demling will be masters of 
ceremonies. Also featured is David 
Broekman’s orchestra. 


Completes Production 
of New G-E Picture 


Production of the General Electric 
Company’s new five-reel motion pic- 
ture, “Three Women,” has been com- 
pleted by Sound Pictures, Inc., Cleve- 
land. The picture makes extensive 
use of straight dramatic incident 
and employs the new three-color 
process of Technicolor. 

The film is the third and most 
pretentious movie production made 
for General Electric, the two previ- 
ous being “Just Around the Corner,” 
and “What Are You Going to Do 
Tonight?” The company’s products, 
including refrigerator, range, dish- 
washer, and other home appliances, 
are shown against a _ story  back- 
ground. The plot revolves around 
domestic affairs of a typical family. 
Well known screen players are fea- 
tured. 


Tarble Sells Beverage 


Newton E. Tarble, for 15 years gen- 
eral sales manager of Snap-On Tools, 
Inc., has been named assistant gen- 
eral sales manager of Gooderham & 
Worts, Ltd., Detroit. 


FARMERS GUIDE’ 
WINS ROUND IN 
ANTI-TRUST SUIT 


Jury Assesses Farm Paper 
Unit $10,000 


Indianapolis, Ind., May 29.—The 
Indiana Farmers Guide Publishing 
Company was awarded $10,000 dam- 
ages in its suit against the Midwest 
Farm Paper Unit, Inc., by a jury in 
Federal court here May 26. The 
Midwest Farm Paper Unit had been 
charged with violation of the Sher- 
man Anti-Trust law. 

Unless the jury’s finding is re- 
versed by higher courts, Midwest 
Farm Paper Unit will be forced to 
pay the publisher of Indiana Farm- 
ers Guide $30,000 under the triple in- 
demnity provision of the federal anti- 
trust statute penalizing restriction of 
trade. 

The verdict also smooths the way 


for another suit for similar damages 


ARTISTS °° 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPED 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


a 


workmen 


All Departments 


PROPER QUALITY QUICK DELIVERY 
Because of up-to-date 
equipment and best 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS °®° 
PLANNING @ 


OUR SERVICES 


TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 
(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 
(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 
(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 


- (Planning, copywriting, design- 


ing, photographing and artwork) 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from all parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 
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PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


ENGRAVERS °@® 
PHOTOGRAPHING 


DEPENDABLE PRINTING 


Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


RIGHT PRICE 


Because of superior 
facilities and efficient 


Polk and La Salle Streets 


ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
‘Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 
and 
General Printing 


management 


Chicago, Illinois 


from 1932, up to the present time, 
and for invocation of criminal phases 
of the anti-trust law. 

In the first trial of the case two 
years ago, the defendant was ac- 
quitted. The plaintiff appealed, and 
the U. S. Supreme Court reversed 
the decision, remanding the case to 
the court of origin for a new trial. 

Several years ago the Gwide filed 
suit in federal court here when pub- 
lishing company members of the 
Midwest Farm Paper Unit, Inc., be- 
gan making a rate to national ad- 
vertisers that was lower for use of 
seven publications including the In- 
diana edition of the Prairie Farmer 
than for six publications excluding 
the Indiana Prairie Farmer edition. 


Charged Unfair Practice 


In this way, the Guide charged, 
many advertisers were compelled to 
use the Indiana edition of the Prairie 
Farmer rather than the Indiana 
Farmers Guide. It was stated that 
use of the six other publications and 
the Indiana Farmers Guide to cover 
the Midwestern farm territory would 
cost far more than to use the seven 
publications of the Midwest unit. 

All costs of the action are to be 
paid by the defendant in the suit, un- 
der the Sherman act. The defend- 
ant must also pay the plaintiff’s at- 
torney fees. The district court judge 
will assess the costs, and will also 
determine the amount of the fees 
to be paid to the plaintiff's attorneys. 

Individual defendants in the suit 
were the Prairie Farmer Publishing 
Company, Chicago; the Wallace Pub- 
lishing Company, Des Moines, Ia.; 
Wisconsin Farmer Company, Madi- 
son; McKelvie Publishing Company, 
Lincoln, Neb.; and the Webb Pub- 
lishing Company, St. Paul. The Mid- 
west Farm Paper Unit, Inc., was 
also made a defendant. 


History of Suit 


The suit demanded $200,000. Sev- 
eral courts have heard the evidence. 
Judge R. C. Baltzell, of the federal 
court here, took the case from a jury 
in the original trial at Indianapolis, 
and directed a verdict in favor of 
the defendants on the ground that 
interstate commerce was not in- 
volved. 

His decision was affirmed by the 
U. S. circuit court of appeals. The 
latter court, however, based its rul- 
ing on the ground that the plaintiff 
had not established monopoly suffi- 
cient for the basis of a suit. Inter- 
state commerce was involved, the 
Chicago court admitted. 

Both of the lower courts were in 
error, the United States Supreme 
Court then ruled. In reversing the 
decisions, the Supreme Court ruled 
that interstate commerce was _ in- 
volved and that the plaintiff had 
shown sufficient evidence of monop- 
oly to justify hearing of the case be- 
fore a jury. The case was then sent 
back for retrial in the district court 
at Indianapolis. 


To Appeal Case 


Chicago, May 29.— Immediately 
following upon the news of an award 
of damages to the Indiana Farmers 
Guide in its suit against Midwest 
Farm Paper Unit, Inc., the latter or- 
ganization’s headquarters here re- 
leased the following statement by C. 
V. Gregory, president of the Midwest 
Unit: 

“We are appealing the case to the 
federal appellate court. 

“The Midwest Unit will continue 
its usual service to readers and ad- 
vertisers, with that service aug- 
mented this fall by its new color- 
gravure section.” 


Printing Exhibit Opens 

An exhibition of contemporary 
European commercial printing opened 
at the Museum of Modern Art, New 
York, May 23, and will continue 
through June. Bauer Type Foundry 
and Continental Type Foundry co- 
operated with L. F. White Company 
in gathering the material. 


Thoms Promoted 


Lansing W. Thoms, formerly 
Boston district manager for the 
Graham - Paige Motors Corporation, 
Detroit, has been made director of 
districts for the company. 


LOCALIZED APPEAL 


for (GD) ATER 


“ 


“tailor- 
made" campaign of several years 
ago is this newspaper copy for 
Phillips Petroleum Company on 
“custom tailored" fuel. 


Reminiscent of the Skelly 


Promotion Up 
Daring April 


Chicago, May 27.—Promotional ad- 
vertising in the advertising field dur- 
ing April increased 13.3 per cent 
compared with April, 1934, a tabula- 
tion of advertising in the six general 
advertising publications, released 
here today, shows. 

April lineage was 238,504, com- 
pared with 210,378 lines for the cor- 
responding month of last year. On 
the other hand, the volume in April 
declined five per cent compared 
with March. 

Newspapers took first place in 
promotional activity in April, the 
first time they have captured this 
honor in 1935. They published 75,- 
544 lines, or 31.2 per cent of the 
total, compared with 63,882 lines for 
the magazines, or 26.8 per cent of 
the total. 

Other classifications accounted for 
the following lineage: business pa- 
pers, 17,878; advertising production, 
17,882; radio, 14,700; paper, 11,354; 
advertising agencies, 10,668; farm 
papers, 6,482; outdoor, 3,808; signs 
and displays, 2,978. 

The publications on whose lineage 
figures the analysis is based are as 
follows: 


Lines 
Advertising Age (w.)........ 100,954 
Advertising & Selling (b.w.). 34,272 
Pre TR CW) occ c ccc cas 37,786 
Printers’ Ink Monthly........ 14,784 
Sales Management (b.w.).... 33,656 
4 gS ee er ree 17,052 


Collins to Head 
Chicago Post 170 


Arthur F. Collins, Crowell Publish- 
ing Company, was nominated as 
commander of Chicago Post 170, 
American Legion, May 27. Election 
will be held June 24, with installa- 
tion of the new officers Sept. 9. 

Mr. Collins succeeds Henry A. 
Slamin, George McDevitt Company, 
who will automatically become 
chairman of the board. Other nomi- 
nations were: 

First vice-president, William C. 
Henning, American Boy; second vice- 
president, George B. Bassler, Rhodes 
& Leisenring Company; third vice- 
president, Walter A. Loper, This 
Week; treasurer, Edwin G. Fore- 
man, RCA-Victor Company; assist- 
ant treasurer, James Mason; ad- 
jutant, Thomas J. Hughes, Crowell 
Publishing Company; assistant ad- 
jutant, William A. Small, Jr., Small, 
Spencer, Brewer, Inc.; 

Directors: Arthur W. Prussing, 
Olson Rug Company; Francis J. 
Crowell, George McDevitt Company; 
John T. Balkan; Hal C. Wright, In- 
ternational Harvester Company; 
Murray E. Crain, ADVERTISING AGE. 


Wright Transferred 


Robert S. Wright, formerly with 
Farmer’s Wife and the past year with 
Scholastic and Scholastic Coach’s ad- 
vertising department, New York, has 
been transferred to Chicago as West- 
ern advertising manager. Chicago 
offices will remain at 35 E. Wacker 
Drive with Ewing Hutchison Com- 
pany, Western advertising represen- 
tative. 
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ADVERTISING AGE 


cash value of crops and livestock in the South in 


935—and you have another year of sales leadership for 


business. 


Ash value of crops and cash income from livestock on farms in the 
fourteen states of the South gives promise of exceeding the mark of 


$2,000,000,000 passed by them in 1934, 


This $2,000,000,000 alone would insure the rural South’s leadership 
in sales in 1935 as in 1934 when national trophies for best sales 


records were won by so many Southern managers. 


But add to this $175,000,000 being received by farmers of the South 
this year for cooperation in the control of acreage of cotton, tobacco, 
peanuts, wheat, rice, sugar cane, and corn and hogs. The total 
assures the Rural South of being the outstanding market place again 
in 1935. 


THE SOUTH’S LEADING 


More Than 900,000 A.B.C. Net Paid 


FARM-AND-HOME 


MmMILLION 


in Epeteral Benefit 
9 Payments 


for Southern Farmers 


During 1935 


To make the rural families who have the cash with which to buy 
want their products in preference to those of others, manufacturers 
are turning more strongly than ever to the South’s Leading Farm- 
and-Home Magazine, PROGRESSIVE FARMER, the magazine with 


strong local influence coupled with the low cost of wide coverage. 


Progressive Farmer invites advertisers and agencies to make use of 
its facilities for furnishing detailed information on the Southern 
market. 


ooressive larmer 


Gand Southern Ruralist 


Raleigh 
250 Park Avenue, New York 


Birmingham 


Memphis Dallas 
Daily News Bldg., Chicago 


MAGAZINE 
Rate Base — 850,000 Guaranteed 
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ADVERTISING AGE 


June 3, 1935 


The Week's 
New Programs 


New radio programs, changes in 
type of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 


News for this column is welcomed, 
but for obvious reasons it will be 
impossible to include programs of a 
local character. 


June 2 


The Andrew Jergens Company, for 
Jergens lotion and soap. Renewal. 
“The Jergens Program.” Sunday, 
9:30 to 9:45 p. m., EDST, with re- 
broadcast at 11:15 to 11:30; over 28 
stations of the NBC Blue network. 
Originates at WJZ, New York. 
Agency, J. Walter Thompson Com- 
pany, New York. 


June 3 


United States Tobacco Company, 
for Dill’s Best and Model smoking 
tobacco. “One-Night Stands with 
Pick and Pat.” Monday, 8:30 to 9 
p. m. EDST, with rebroadcast from 
11:30 to 12, over 38 stations, coast 
to coast, of the Columbia system. 
Originates at WABC, New York. 
Agency, McCann-Erickson, Inc., New 
York. 


June 7 


The S.S.S. Company, for tonic. 
Renewal. “The Music Box,” featur- 
ing the lives and music of famous 
composers. Friday, 10:30 to 11 p. m., 
EDST, over Mutual station WOR, 
WLW, WGN and WXYZ. Originates 
at WOR, Newark. Agency, Johnson- 
Dallis Company, Atlanta. 


June 9 


Acme White Lead & Color Works. 
Renewal. “Smilin’ Ed McConnell.” 
Sunday, 6:30 to 6:45 p. m., EDST, 


WKRC, Cincinnati. Agency, Henri, 
Hurst & McDonald, Inc., Chicago. 


Union Central Life Insurance Com- 
pany. Renewal. “Roses and Drums.” 
Sunday, 5 to 5:30 p. m., EDST, over 
17 stations of the NBC Blue net- 
work. Originates at WJZ, New York. 
Agency, J. Walter Thompson Com. 
pany, New York. 


Kansas City Club 
Elects Potts as Head 


R. J. Potts, president, R. J. Potts 
& Co., advertising agency, was elected 
president of the Advertising Club of 
Kansas City May 27. Other offices 
are: W.R. Brown, Charles E. Brown 
Printing Company, first vice-presi- 
dent; Grace V. Strahm, Grace V. 
Strahm Letter Company, second 
vice-president; Royal R. Jones, 
Jones & Co., secretary, and Ben H. 
Henthorn, Kansas City College of 
Commerce, treasurer. 

Newly-elected members of the 
board of governors are Arthur B. 
Church, KMBC; Karl R. Koerper, 
Greiner-Fifield Lithographing Com- 
pany, retiring president; Elizabeth 
Sanborn, Charities Bureau. Con- 
tinuing members of the board are 
Bruce B. Brewer, Jerome G. Galvin, 
Francis J. Gable, Lou E. Holland, 
Charles G. Wallace and Mr. Potts. 

Edgar Kobak, chairman of the 
board, Advertising Federation of 
America, and vice-president of NBC, 
welcomed the club back to the AFA 
at a “Charter Dinner Dance” at the 
Kansas City Club May 24. Other 
speakers were Mr. Holland, as toast- 
master; Mr. Koerper, and Martin J. 
Bierne, vice-president of the Adver- 
tising Club of New York, and vice- 
president of the American Radiator 
Corporation. 


Forbidden Fruit Returns 


“Forbidden Fruit,” Louis Busto- 
naby’s famed liqueur, is being mar- 
keted by R. C. Williams & Co., Inc., 
and will be advertised again, the first 
campaign, by Zinn and Meyer, Inc., 
New York, to be run in magazines 
and newspapers. 


Appoint Croot 


Knothe Brothers, makers of sus- 
penders, belts and pajamas, have 
appointed Samuel C. Croot Company, 
New York. Magazines and news- 


over 17 CBS stations. Originates at 


papers will be used. 


A STANDING INVITATION to 
Duy FLOM YOU © rec is wnat you give to your 


customer, when you deliver your catalog in a Heinn loose-leaf 
binder. © You declare your intention of keeping him up-to- 
date; he orders with confidence. You offer to conserve his 
time, with Heinn speed action — so he does keep up-to-date 
by promptly filing your change-sheets. You render a practical 
service on your new goods—and he repays you with an aver- 
age increase of 50%, in orders for new items. @ If you want 
action in your selling-by-catalog, let a Heinn representative 
engineer some stream-lined speed into your catalog system. 


Write 


for information. 


THE HEINN CO., Dept. 615, 326 W. Florida St., Milwaukee 
THE SALES-PAC 


Heinn’s most spectacular 
contribution to visual selling. 
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MARKET STUDIES 
UNDER ANALYSIS 
AT N. Y. MEETING 


New York, May 31.—A consumer 
research study depends for success 
more upon the interviewers employed 
than upon the method, according to 
a number of members of the Amer- 
ican Management Association who 
participated in a discussion follow- 
ing an address by Prof. Arthur W. 
Kornhauser, associate on business 
psychology, University of Chicago, at 
the Hotel Pennsylvania here this 
week. 

The session on market research 
technique was one of three sponsored 
by the Institute of Management, re- 
search group of the American Man- 
agement Association. The all-day 
conference closed with a dinner at 
which Arthur H. Young, vice-presi- 
dent of the United States Steel Cor- 
poration, was awarded the Henry 
Laurence Gantt medal “for outstand- 
ing and creative work in the field of 
industrial relations.” 

Prof. Kornhauser dwelt on the im- 
portance of a master technique to 
insure the accuracy of the study and 
its interpretation. Research heads 
of some of the leading advertising 
agencies attended and joined in the 
discussion. 

In applying the master technique 
to a study, Prof. Kornhauser showed 
that a combination of influences 
concerning the individual consumer 
and the product result in action, 
either favorable or unfavorable to 
the firm undertaking the study for 
the purpose of developing facts on 
which to base a program for sales 
building. 


Details Explained 


In the case of the individual, his 
or her latent and active motives and 
mechanisms are ascertained. As to 
the situation, the product itself is 
scrutinized; sales and other influ- 
ences are brought to light. Prof. 
Kornhauser also drew a picture to 
show how the time element enters 
in. He showed how all questions ex- 
Plaining purchases, who makes 
them, what quality, what brands, etc., 
must be thought out separately. 

He then passed on to the more 
specific methods of measuring atti- 
tudes to uncover more information 
than mere sales records will show. 
In conclusion he issued a warning on 
the evaluation of research techniques, 
saying that in market research, as 
in medicine, the patient may improve 
even when the methods of diagnosis 
were bad. 

A method is good if the research is 
the reason for the results, “all other 
things being equal.” A _ chocolate 
manufacturer, for example, claimed 
a 30 per cent increase in sales re- 
sulted from a study, whereas the 
truth was that the whole organiza- 
tion was pepped up by the knowledge 
of the study and put more energy 
into its job. One must rely upon 
the master technique, Prof. Korn- 
hauser said, in evaluating the re- 
search method. 

The difference between a psycho- 
logical research and an economic 
study was stressed in the discussion, 
members pointing out the 1931 study 
which prophesied a trend away from 
Lucky Strike cigarettes and toward 
Chesterfields, which, later statistics 
revealed, happened. 


Selects Houston 


Houston, Texas, has been selected 
for the 22nd national foreign trade 
convention of the National Foreign 
Trade Council, with offices at 26 
Beaver St., New York. America’s 
cotton problems will receive special 
attention at the meeting, to be held 
Nov. 18-20. 


Takes New Quarters 


A. C. Nielsen Company, Chicago, 
marketing research organization, has 
purchased a large two-story building 
at Howard St. and Hoyne Ave. due 
to expansion of the its activities. 
The company was founded in 1923, 
and now conducts research through- 


out the United States. 


THERE IS NO WINNER 


NO ONE EVER WINS 
A WAR OR A STRIKE 


Another example of "industrial 

relations" copy is this newspaper 

page run recently in local dailies 

by White Motor Company Cleve- 
land, during a strike. 


Birthday Cake 
Carnation Gift 
To Quintuplets 


Chicago, May 31.—With enough 
NBC stations added to the basic red 
network to bring the total up to 41, 
Carnation Company, Milwaukee, 
staged a special celebration Monday 
night in honor of the first birthday 
of the famed Dionne quintuplets. 
The babes, Carnation let it be 
known, have completed the first year 
of their existence on a diet of Car- 
nation milk. 

There was a seven-foot birthday 
cake in the Chicago studios of NBC, 
baked by a famous chef and bearing 
the name of each of the Dionne 
youngsters. During the program, a 
single red candle was placed aloft 
on the cake and lighted, only to be 
snuffed a few minutes later with a 
request that not only those in the 
studio, but in the gigantic audience 
as well, make a wish for the little 
Dionnes. 

‘Karolyn Harris, Carnation’s Lulla- 
by Lady, sang a few special numbers 
in honor of the occasion. 

Following the program, the cake 
was moved to the lobby of the 
Merchandise Mart, where thousands 
of citizens repaired to have a look 
at it during the next day or two. 

The actual birthday anniversary 
of the quints arrived Tuesday and 
both NBC and Columbia took their 
audiences to the babies’ hospital at 
5 p. m. to “witness” the daily feed- 
ing. While this event was not 
sponsored, its advertising helped to 
create interest in the Carnation pro- 
gram Monday night. 

Erwin, Wasey & Co., Chicago, han- 
dle the Carnation account. 


Jacob Promoted 


Libby, McNeill & Libby, Chicago, 
have appointed R. C. Jacob general 
sales manager of the Eastern divi- 
sion, with headquarters in Chicago. 


Fischer Expands 


Fischer Exhibits, Inc., producer of 
convention exhibits and window dis- 
plays, has moved to 120 E. 16th St., 
New York, where an entire floor will 


Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 757. Proof of Leadership. 

Short Wave Craft questionnaired 
many of its readers to discover their 
occupations, buying power, and the 
amount of radio equipment they pur- 
chase each year. Of particular inter- 
est in this booklet, which summar- 
izes survey findings, are letters from 
readers. 


No. 758. Every Good Question De- 
serves an Answer. 


National Broadcasting Company 
puts in print form the answers and 
explanations of certain questions 
from agency groups and others, 
which followed publication of “NBC 
Network Aireas,” the book which de- 
scribed NBC’s new measurement of 
potential radio circulation for all 
stations of the organization. 


No. 759. June First. 


A new publishing policy of 12 is- 
sues a year has been adopted by 
Town & Country, effective June 1. In 
this booklet, the magazine’s ‘values 
for advertisers to the wealthy mar- 
ket are concisely presented. 


No. 760. Printing on Master Metal. 


Much useful data on printing on 
Reynolds metal is brought together 
in this booklet, for those interested 
in the successful printing of flexible 
paper-backed metal. The booklet it- 
self is an actual demonstration of 
use of Reynolds metal. 


No. 761. Go to School to Increase 
Sales. 

This beautiful brochure, issued by 
The Instructor, classroom magazine 
for grade and rural teachers, gives a 
quick but comprehensive picture of 
the educational market, Advertisers 
and agency executives tell why they 
use The Instructor. 


No. 748. Do the Very Wealthy Read 

Advertisements? 

Country Life answers the ques- 
tion. Statements from advertisers 
are presented alongside pictures and 
charts depicting the wealth and con- 
suming power of the estate owner 
market. 


No. 750. Heat Waves and Air 
Waves, or Why Advertising on 
WLS Will Pay This Summer. 
WLS, Chicago, reports findings of 

surveys on summer broadcasting, 

analyzes the trade outlook in its re- 
gion, explains listening habits of its 
audience, and summarizes results ob- 
tained by WLS summer advertisers. 


No. 751. More Power to You! 


WOR, Newark, which recently in- 
creased its power from 5,000 to 
50,000 watts, tells how its greater 
broadcasting effectiveness is con- 
trolled to conform to population and 
distribution, and describes its new 
high-fidelity broadcasting equipment. 


No. 723. Extra Spending Money. 
The Oklahoma Farmer - Stockman 
explains how the oil industry pro- 
vides $115,000,000 additional revenue 
annually for Oklahoma and North 


be available. 


Texas farmers. 


COVERING 


THE 


TACOMA 


SEATTLE 
MARKETS | 


Sell Tacoma-Seattle 


economically with KVI 
KVI's transmitter is located midway be- 
tween Tacoma and Seattle, which gives 
wo markets at the price of one. 

1000 watts . . - §70 ke 


Pioneer CBS Station in Pacific 
Northwest 


Jun 
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WHEAT KRISPIES 
BOW T0 READERS 
OF NEWSPAPERS 


Copy Follows Sampling of 
New Kellogg Product 


Battle Creek, Mich., May 29.—In 
line with a thirty-year policy of in- 
troducing a new product during each 
major economic depression, W. K. 
Kellogg is currently presenting 
“Kelloge’s Wheat Krispies, Blended 
with Rice.” 

The auspicious debut of this new 
and unique cereal in full page news- 
paper advertising follows two years 
of testing, which included sampling 
in thousands of homes. Results ac- 
curately forecast the welcome it is 
now receiving. The product repre- 
sents the successful culmination of 
many years of research, the company 
asserts, and is definitely a new kind 
of cereal, introducing to the ready- 
to-eat cereal field the blending prin- 
ciple so successfully used to enhance 
the flavor of fine coffees. 

An interesting graph in Kellogg 
salesmen’s manuals, covering the rise 
and fall of American fortunes since 
the turn of the century, reveals that 
the depression of 1907 mothered the 
infant Kellogg’s Corn Flakes, now 
granddaddy of them all; that Kel- 
logg’s All Bran first saw the light 
one gray dawn in the slump of 1921, 
and that Kellogg’s Rice Krispies 
joined the family during the milder 
financial flurry of 1926. 


Kellogg Tells Policy 


“We have always believed,” Mr. 
Kellogg said in commenting on this 
policy, “that the wisest course dur- 
ing an economic recession was to try 
to overcome any possible effect on 
our business by fighting harder all 
along the line. Experience has 
proved that new products, new ideas, 
more intensive newspaper advertis- 
ing and selling and constant better- 
ment of working conditions for our 
people offer the best road to better 
business in times that are not so good 
as well as in times of general ex- 
pansion.” 

Aside from the altruistic merit of 
his viewpoint, the soundness of Mr. 
Kellogg’s policy appears to be fully 
vindicated in a _ purely practical 
sense—every one of the cereals he 
has introduced under depression con- 
ditions has gone over big and re 
mains today among the best sellers 
in its line. 

The drive now under way for the 
new Wheat Krispies, which is di- 
rected by N. W. Ayer & Son, includes 
daily newspapers in the principal 
markets of the country, radio-point- 
of-sale displays and posters. 

Full page newspaper copy, featur- 
ing the fact that Wheat Krispies are 
“Blended for Crispness” with rice, 
appeared immediately following vig- 
orous sampling campaigns. Person- 
nel of distributing organizations was 
costumed in the striking scarlet hats 
and jackets of the Kellogg Red Coats. 
Attracting favorable attention wher- 
ever they appeared, they carried 
sample sizes of the new cereal from 
door to door. 


The Surprised Consumer 


Then came newspaper copy. From 
the top of the page, a happily-sur- 
prised consumer in caricature 
greets the reader with the exclama- 
tion: “Holy smokes, they stay 
crisp!”—or words to that effect in 
each change of copy. The copy ex- 
plains that after trying different com- 
binations of grains in an effort to at- 
tain the ultimate in crispness and 
flavor at the same time, rice, in just 
the right proportion, was found to 
give to whole wheat just the tooth- 
some crunchiness desired. The read- 
er’s attention is called to the fact 
that this is the cereal he (or she) 
has recently sampled. 

In the major markets, full page 
advertisements are being followed by 
90 and 60-inch space, and in the 
smaller cities, proportionately. Lists 


of dealers accompany the copy in the 
smaller cities. 

The new cereal is being marketed 
in the familiar red and green pack- 
age of other Kellogg cereals. 

Newspaper advertising of Kellogg’s 
Corn Flakes, appearing separately 
from Wheat Krispies copy, is being 
intensified in line with the seasonal 
swing from cooked breakfast-foods to 
lighter, cooler menus. Separate copy 
is also being placed for Kellogg’s 
“All-Bran,” and sample boxes of corn 
flakes are being distributed. 


Works Contest Details 
into Dramatic Skits 


Allyn’s Dyeing and Cleaning Es- 
tablishment, Portland, Ore., has in- 
augurated an unusual “limerick con- 
test” program over KGW, Portland. 


Included in the quarter-hour, daily 
program of organ music is a brief 
dramatic skit, depicting various sit- 
uations in which the characters are 
introduced to the contest. 

Every contestant is given a book 
of horoscopes. The winner each 
week in the limerick contest is 
awarded an American-Bosch radio. 
The program has been signed for 
eight weeks, through the Adolph L. 
Bloch Advertising Agency, Portland. 


Advanced by Pepsodent 


Harlow P. Roberts, advertising 
manager of the Pepsodent Company, 
Chicago, has announced the appoint- 
ment of J. Baxter Gardner as assist- 
ant advertising manager. Mr. Gard- 
ner has been in the Pepsodent ad- 
vertising department for the past 
four years. 


Schedule Drive 


On New Mexican 
Corn Appetizer 


New York, May 29.—Newspapers, 
radio advertising, and national pub- 
lications will be utilized this year 
in a campaign for Tostadas, genuine 
Mexican corn chips, which were re- 
cently brought into the United 
States by the Tostadas Company, 
Dallas, Tex. 

Made from imported Mexican 
white corn and corn oil by a pat- 
ented Mexican process, Tostadas will 
be introduced to the New York mar- 
ket in June through newspapers, ra- 


dio, and demonstrators. A campaign 
embracing radio and newspapers will 
break in Chicago in July. Copy in 
national publications will follow. 

The early sales tests of the appe- 
tizer have placed the Dallas factory 
on a 24-hour schedule. A _ second 
factory will be opened in Chicago. 
Seggerman Nixon Corporation is the 
exclusive distributor for New York, 
and Luman R. Wing & Co. for the 
Chicago territory. The advertising 
account is being handled by W. I. 
Tracy, Inc., New York. 


Malette Transferred 


H. L. Malette has been transferred 
from the New York office of Tran- 
sit Advertisers, Inc., to the Boston 
office, where he will be general sales 
manager. 


®POPULAR FALLACIES OF ADVERTISING 


‘Let's Abolish All Advertising! 


- « - It Would Save a Billion a Year!” 


Woutp the same volume of 
goods now sold by the aid of ad- 
vertising continue to be sold if ad- 
vertising were abolished? 


Some people think so. . . even though 


this assumption 


many, many times. 


These people view advertising as a 
“burden,” and because they see it every- 
where about them, they have an ex- 
aggerated idea of what advertising costs 


really are. 


The Bureau of Advertising of the 
American Newspaper Publishers As- 
sociation says that in 1933 the aggregate 
expenditure of consumer-goods adver- 
tisers in magazines, radio, newspapers, 


has been disproved 


AS an advertising man you resent 
unfair attacks upon the integrity 
of your profession. You appreciate 
a defense like this spread before 
260,000 fellow business men, your 
clients. Q@Every business suffers 
likewise from fallacious thinking— 


coal, ice, banks, railroads, whole- 
salers. They likewise esteem a 
stout defender. ,gFor 20 years 
NATION’S BUSINESS has fought . 
popular fallacies of every busi- 
ness. That is one reason why it 
holds the loyalty of its readers. 


bill boards, and car cards was $298,000,- 
000. The Bureau of the Census of the 
U. S. Department of Commerce says 
that in 1933, the total retail sales of the 
country were $25,700,712,000. 


Obviously, the $298,000,000 worth of 
advertising was spent to move the 
$25,700,712,000 worth of goods at retail 
—and this amounts to 1-1/6 cents worth 
of advertising per dollar of retail sales— 


a small price to pay on such a volume 
of business. 

If the advertising expenditures had 
not been made, some other additional 
sales effort would have been necessary 
to move this enormous volume of goods 
—for there is no other known form of 
sales effort so economical as advertising. 


NATION'S BUSINESS 


260,000 CIRCULATION 
PUBLISHED MONTHLY AT WASHINGTON BY THE UNITED STATES CHAMBER OF COMMERCE 


This is one of a series of thirteen 


ad its, now available 


vertisemen: 
in brochure form. Addtess, Nation’s Business, Washington, D. C 
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D. & R. EXPAND 
PAINT-UP DRIVE 


New York, May 31.—Telling more 
home owners how to obtain paint 
protection for homes under the Na- 
tional Housing Act, an enlarged and 
national campaign has just been 
started by Devoe & Raynolds Com- 
pany, Inc., maker of paint and var- 
nish, which has increased its adver- 
tising budget some 200 per cent. 

For the past few months the 
Devoe & Raynolds plan of getting 
business under N.H.A. financing has 
been featured in newspaper mats 
supplied dealers, and spot announce- 
ments. Business publications have 
also been used. 

A bigger, nation-wide drive has 
just started. It marks the return 
to sponsored air channels of Col. 
Stoopnagle and Budd in a twice-a- 
week Columbia broadcast over 36 
stations for 13 weeks. McCann- 
Erickson, Inc., is the agency. A com- 
plete set of window displays, posters 
and direct mail has also been pre- 
pared to help dealers. 

All the papers essential to getting 
a government loan to do the com- 
plete job of “painting up” can be 
signed at the dealer’s store, elim- 
inating the delay and inconvenience 
of taking up the matter with local 
banks, the company is telling pros- 
pects. 

Painting comes within the scope 
of the N.H.A., consumers will be re- 
minded. Loans of $100 minimum to 
$2,000 maximum with three years to 
pay and with five per cent interest 
may be obtained. The loans cover 
both material and labor. 


Ettlinger Moves 


Ettlinger Advertising Company, 
Chicago, creator and producer of ad- 
vertising displays, has moved from 
165 W. Wacker Drive to larger quar- 
ters at 565 W. Washington Blvd. 


BETWEEN SESSIONS 


Prominent at the Greenbrier meeting 


of Lithographers National Association 
last week were William J. Sweeney, 
Sweeney Lithograph Company, Belle- 
ville, N. J., and Harrison K. Caner, Jr., 
president, Ketterlinus Lithograph Mfg. 
Company, Philadelphia. 


Woodman, McMurphey 
Join Smith & Drum 


E. F. Woodman has joined the Los 
Angeles office of Smith & Drum, Inc., 
as field executive, with supervision 
over news services rendered by the 
various Pacific coast offices of the 
advertising agency. Mr. Woodman 
at one time conducted his own 
agency. 

George McMurphey has been placed 
in charge of the Portland office as 
field executive. He formerly had 
his own advertising agency in Port- 
land. Mr. McMurphey will act as 
account representative in Oregon, 
and will direct the agency’s news 
services in that area. 


Elected to Four A’s 


Brewer-Weeks Company, San 
Francisco, and Wm. B. Remington, 
Inc., Springfield, Mass., have been 
elected to membership in the Amer- 
ican Association of Advertisine 
Agencies. 
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Getting Personal 


After frightening the daylights from the souls of John Bull’s golfers 
in the British Amateur at St. Annes on the Sea, England, last week, 
Dan Topping, New York agency principal, was stopped just short of 
the semi-finals by the combined onslaught of George L. Q. (Dark 
Horse) Henriques and an unmerciful gale. . 

Helen Rogers Reid, v.p. of the New York Herald Tribune, is one of 
the 12 outstanding American women picked this week by Oglethorpe 
University to receive honorary degrees. . . At an impressive cere- 
mony in his office this week, William T. Dewart, president of the 
New York Sun, was invested with the degree of Commander of the 
Order of the Crown of Italy. . . 

Harrison P. Martin, son of the president of Curtis-Martin Publica- 
tions, Philadelphia, discovered that Cupid was a stowaway on the 
round-the-world cruise of the Resolute, which ended in New York 
Sunday. At the captain’s dinner his engagement to Joyce Newbill, 
a fellow passenger from La Grange, Ill, was announced. Though 
only 23, young Martin has worked in all departments of the Philadelphia 
Public Ledger, where he is still connected. . . 

Jack Tippett, one of the young lads at Kenyon & Eckhardt, spent 
half his life in South America, where he owned horses, prize dogs 
and fighting cocks. He is also an illustrator. . 

Tom Crabbe, BBDO writer, employed a case of champagne to 
trim the announcement to intimate friends of the birth of his first 
son and second child last week. . . 

The current Red Star Line advertisement in The New Yorker, 
prepared by the Rankin agency, pictures Bob Rankin and his wife, Kay, 
enjoying a cocktail in the ship’s bar. It just happened that a shot 
of the two, shapped for fun, turned out better than photographs of 
professional models. . 

Ernie Anderson, advertising director of the Buffalo Evening News, 
plays 19 holes at Transit Valley practically every day, no matter what 
the temperature. The first 18, says Ernie, are the hardest. . 

Jack Tarleton, Getchell partner and art director, has moved into 
a new office set off by a handsome desk he invented. It contains 
a drawing board, which, when not in use, can be folded into the 
top, so that the desk appears like an orthodox flat top. . . 

Walter Dotts, Kelly-Smith, recently renewed an old acquaintance 
with Ethel Merman. Walter knew the star of the smash hit, “Any- 
thing Goes,” when she was just the secretary to somebody at Boyce 
Motometer Company on whom Walter called for business. . . 

Charlie Brocker, Getchell space buyer, eats his way around the 
world several times a month by patronizing the numerous New 
York restaurants featuring a foreign cuisine. He collects recipes 
and is an expert with chopsticks. . . 

Bill O’Brion, Kenyon & Eckhardt space buyer, has entrusted ADVER- 
TISING AGE with the first published announcement of his recent mar- 
riage. The light of his life was formerly Lucile Foote. . . 

Bob McKay, of McCann-Erickson, opened the straw hat season at 
his agency by wearing three nifty litle models on as many successive 
days which he had thriftily acquired on a recent trip south. . . 

Ed Kobak, who spent his prep school days in the shadow of Notre 
Dame, got a big hand when he addressed the school of commerce at 
the university a week ago. . . O. C. Harn played in the golf tournament 
at the SNPA convention at Hot Springs, Ark., but persuaded the rep- 
resentatives of the press not to reveal his score. . . 

Robert Brooks, Little Rock advertising agent who looked in on the 
SNPA convention, predicts that lumber advertising is coming back... 
Howard Stodghill, business manager of the Louisville Courier-Journai 
and Times, crashed the list of golf prize-winners at the SNPA con- 
vention for the third straight time... 

John Wiley, advertising manager of Altorfer Bros. Company, famed 
washing-machine manufacturer was re-elected president of the Peoria 
Advertising and Selling Club recently, an unusual honor... Harry 
Clatfelter, Peoria advertising agent, is still driving the Plymouth car 
he won in the Cremo radio contest a few years ago. He says it’s all 
a 

Lane Newberry, advertising illustrator, has been named president 
of the executive committee of the Alumni Association of the Chicago 
Academy of Fine Arts, which now has 25,000 graduates. Dale Nichols, 
also well known in Chicago advertising circles, is secretary-treas- 
a 

A long-time member of the Chicago Board of Education, William D. 
McJunkin, head of the Chicago agency, was reappointed to his post 
for a five-year term last week. . . An honorary doctor of music degree 
was awarded to Frank Black, NBC’s general musical director, by 
Missouri Valley College last week. . . 

Tom Hoehn, of Franklin P. Alcorn Company, Chicago, back after 
several weeks in Hawaii, where his firm represents the Honolulu Star- 
Bulletin and the Hilo Tribune-Herald, not only collected more than the 
usual number of flower leis on his trip, but a special lei of national 
advertisements, gathered by members of the Star-Bulletin staff. . . 

Louis J. Farley, Jr., of the advertising department of Reynolds 
Mfg. Company, Harrison, N. J., led Constance Dickinson of Holyoke, 
Mass., to the altar May 18. . . Jack Van Nostrand, chief continuity 
writer for KHJ, Los Angeles, followed the same course with Julie Dillon, 
radio actress, May 29. . . 


Oregon Admen Set Up Huston to KGB 


Permanent Organization 


Steps toward organization of an 
association of Oregon newspaper ad- 
vertising managers were taken May 
25 at a meeting in Portland, called 
by Hugh G. Ball, publisher of the 
Hood River News, and president of 
the Oregon State Editorial Associa- 
tion. Advertising men from various 
parts of the state adressed the meet- 
ing. 

The new organization will be under 
the direction of Arne G. Rae, field 
manager of the Oregon State Editor- 
ial Association. 


WKMF New Station 
A new radio station, WKMF, will 
open in Boston in September under 
direction of J. M. Kirby. Hotel Cop- 
ley-Plaza will house the studios. 


Roger K. Huston has been made 
sales manager of KGB, the Columbia- 
Don Lee station at San Diego, Cal. 
For the past seven years Mr. Huston 
has been on the display staff of 
the San Diego Union and Tribune. 
Prior to that time he was associated 
with a Chicago advertising agency. 


Hoyt Gets Nettleton 


After nine years as advertising di- 
rector of Holland America Line, New 
York, Edward T. Nettleton has joined 
the copy staff of Charles W. Hoyt, 
Inc., New York. 


Hilpert to L. & M. 


Anne Hilpart, formerly copywriter 
for Pedlar & Ryan, Inc., has joined 
Lennen & Mitchell, Inc., New York, 
in a similar capacity. 


WHIFFING IDEA 
WHETS DEMAND 
FOR A-G WHISKY 


Newspaper Copy Urges Buyer 
To Smell Product 


New York, May 31.—Whisky whif- 
fing bids fair to become a national 
pastime, judging from the popularity 
the new sport has already acquired 
in the Chicago market, where the 
idea is being tested. “Ask your 
dealer for a ‘whiff’” has become a 
compelling advertising slogan there. 

Whiffing, as developed by J. Stirl- 
ing Getchell, Inc., New York, and 
the American Distilling Company, 
Pekin, Ill, distiller of American 
Gold Label blended whisky, is next 
to sampling. It’s the old perfume 
testing stunt revamped for use at 
liquor counters. 

The whisky whiffer, an atomizer 
gadget fixed to the top of a bottle 
of American Gold Label blend, en- 
ables the buyer to spray a few drops 
of whisky on his hands and to judge 
for himself, “as experts do,” by smell- 
ing the aroma of the product. 

Introductory copy ran in space of 
nearly 1,500 lines in the Chicago 
American, Herald & Examiner, and 
Tribune. “Ask your dealer for a 
‘whiff,’” the copy suggested. 

The suggestion carries the adver- 
tising message a step beyond paper 
and ink, yet the whiffing process 
keeps within the bounds of legalized 
propriety by avoiding direct contact 
of sample and tonsils during the 
process of selling the consumer at 
the liquor counter. 

Is Gaining Acceptance 

The newspaper campaign, accord- 
ing to reports, is fast building con- 
sumer acceptance for the new whisky, 
and at the same time reports from 
the test market reveal that the 
whiffer gadgets have been in great 
demand at night clubs, hotels, and 
retail stores. 


Debutantes and playboys as well as . 


serious-minded consumers looking 
for a good whisky at a reasonable 
price have taken up the challenge 
to judge by whiffing. 

“We feel,” says J. D. Webb, Amer- 
ican Distilling’s advertising man- 
ager, “that consumers should not 
buy their liquors like a pig in a bag. 
They have a right to ask about each 
whisky they buy: ‘who made it?,’ 
‘what’s in it?? and ‘how does it 
smell?’ 

“We are meeting the answers to 
these questions frankly in our ad- 
vertising of American Gold Label, 
and have provided a unique mer- 
chandising feature in the whisky 
whiffer to allow customers to answer 
the last question for themselves.” 


Samuel I. Newhouse 
Buys “Newark Ledger” 


Control of the Newark, N. J., 
Ledger has passed from Lucius T. 
Russell to Samuel I. Newhouse of 
Staten Island. Vice-Chancellor Berry 
of the New Jersey courts has ap- 
proved a plan by which Mr. New- 
house will obtain 51 per cent of the 
common voting stock of the Ledger 
corporation in exchange for $110,000, 
which he has deposited in escrow to 
settle all claims against Mr. Russell 
and his family by the corporation. 

The vice-chancellor rejected two 
cash offers to buy the Ledger out- 
right, made by Ralph E. Lum and 
John Milton for undisclosed princi- 
pals, on the ground that such offers 
would destroy the interest of the 
common stock. He stated that the 
Newhouse offer protects holders of 
both common and preferred stock. 
The vice-chancellor will discharge 
trustees which he appointed for the 
Ledger. 


To Print Special Issue 


Celebrating the 60th anniversary 
of American Forests, the American 
Forestry Association, Washington, 
D. C., will publish a complete history 
of forestry and conservation in the 
United States in the September issue 
of the magazine. 
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In These Momentous Days 


—it is highly important for every thinking man and 
woman in our field to reckon the position of advertising 
and to help chart its course. 


Advertising is being attacked by formidable enemies: by 


legislators, educators, pseudo-economists, and others. 
One noted authority estimates that six million people in 
the United States are being seriously influenced by spon- 
sors of anti-advertising propaganda. 


Advertising is also being attacked from within its own 
ranks—by writers of untruths, by misrepresentation, by 
shady and unethical practices. 


What are the facts? What are we going to do about 
them? What are the trends? What are the newest theories 
and ideas? 


Many answers will be given at the forthcoming Annual 


| Convention of the Advertising Federation of America, 
which will be held at the Palmer House in Chicago, June 
9 to 12 inclusive (concurrently with the Convention of 
the National Retail Dry Goods Association). Eminent 
speakers will address the general sessions. The depart- 
mental meetings will be packed with interesting and 


vital discussions. 


Don’t miss this opportunity! 


BY THE BOARD OF DIRECTORS 
THE ADVERTISING FEDERATION OF AMERICA 


, THIS ADVERTISEMENT SPONSORED BY 


| Collins, Miller and Hutchings, inc. 


4 AN ENGRAVING HOUSE THAT LIKES TO DO BUSINESS WITH ADVERTISING MEN : ‘ 


717 South Wells Street « Chicago 
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June 3, 1935 


ADVERTISING MEN 
GIVE OPINION ON 


NRA EXPLOSION 


(Continued from Page 1, Col. 4) 
on the present lack of control over 
the industry. 

Schenley’s message, published the 
morning following announcement of 
the decision, read: 


“To the public: The Supreme 
Court decision raises many ques- 
tions. We, therefore, hasten to an- 


nounce that the decision will in no 
way affect our standards of clean, 
wholesome __ advertising: informa- 
tive labeling; or our present scale 
of wages and hours.” 

Though under no legal compulsion, 
Schenley will continue to observe all 
regulations of the defunct FACA, 
which go far beyond the currently 
effective rules of the pure food and 
drugs act. The policy will be gen- 
erally observed by others in this 
field. 

Department stores immediately 
became embroiled in a loss leader 


PRINTING 


“"He Who Gains Time, Gains 
Everything” —or inversely, lost 
time is total loss. The road that 
detours here and detours there 
may finally bring you to your 
destination, but at what cost! 
Why be so lavish of Time when 
it is the one thing about which 
you should be most solicitous? 
Why have your printing contin- 
ually detoured—one place for 
engravings, another for typeset- 
ting, and still somewhere else 
for presswork ? When you give 
the complete job to Faithorn, 
you avoid all detours and way 
side stops. Your jobs steam 
merrily along; arrive on time— 
clean, handsome, fit. Now (with 
pardonable pride) we announce 
a Night Engraving Service 
of the highest order for the 
making of fine plates. Let us 
demonstrate the value of 3-in-1 
service. Phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


@ For years the 
American Seating 
Company has 
used FAITHORN 
3-in-1 complete 
Service. You, too, 
can now enjoy its 
many advantages. 


(Placed by the 
Bisberne Adver- 
tising Agency.) 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Sp A Y tisf as 1 
CORPORATION 


Telephone Wabash 7820 


504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


war on cigarettes, books and li- 
quors. The bitterest hostility was 
shown by Bloomingdale's and | 
Macy's. Engaged in a_ cigarette 


duel, these two stores lowered the | 
price of popular cigarettes to 69 
cents a carton, allowing only one 
to a customer. Lines a block long | 
waited to buy. 


Trade Associations Busy 


Statements issued to members of | 
associations regarding the demise of | 
the codes urged generally the vol- | 
untary continuance of code regula- | 
tions and enforcement bodies. Of | 
this kind was the advice of the| 
Chamber of Commerce of the United | 
States, the National Association of | 
Manufacturers, United States Brew-| 
ers’ Association, National Retail Dry 
Goods Association and others. 

One of the first groups to take ac- | 
tion in this direction was the Photo | 
“engravers Board of Trade of New 
York, which, at a meeting Wednes- 
day, where over 80 percent of the 
photo engraving volume of the 
metropolitan area was represented, 
unanimously adopted two resolu- 
tions. One insured the code fair | 
trade practice provisions and the) 
other that the code personnel be | 
retained, both on a voluntary basis. 

An official of this group said that 
buyers cannot expect any downward 
revision in prices because a new 
36-hour week wage agreement will 
soon take effect which requires a 
covering price increase of 14 per 
cent. Benefits of the code organiza- 
tion will be retained as much as pos- 
sible under its operation as a trade 
association and assessments will be 
made in the same way, with hoped- 
for early downward revision. 

This news from the Photo En- 
gravers Board of Trade was similar 
to that from the employing printers 
association, which will hold a di- 
rectors’ meeting Tuesday to adopt 
new policies. Officials of this or- 
ganization maintain that advertising 
costs will not be lessened at their 
expense, because there is little like- 
lihood of lowering of wages. Their 
printing costs, they claim, have been 
at an unsatisfactory level for some 
time. 

A trade organization to carry on 
the code work, and in addition to 
work along educational lines, is in 
prospect here. It is thought that 
work impossible under the NRA 
set-up can be accomplished by such 
organization. 


Premium Men Happy 


There will be quick action on pre- 
miums, which were barred or fatally 
restricted in a great many codes. 
The Premium Advertising Associa- 
tion of America telegraphed the 
opinion of its counsel, Charles 
Wesley Dunn, to the effect that all 
restrictions against premiums have 
been removed and also that the mar- 
keting agreements of the Agricul- 
tural Adjustment Act in his opinion 
were likewise voided. 

Another point where advertising 
emerges into greater freedom is in 
the matter of dealer allowances. 
Manufacturers no longer confront 
the legal bars against paying for 
dealer advertising. 

The Lithographers National As- 
sociation will meet Tuesday to form- 
ulate new policies. The National 
Retail Dry Goods Association antici- 
pates a period of marking time, 
when retailers will do only hand- 
to-mouth buying. 

Typical comments on the Supreme 
Court decision, given to ADVERTISING 
AGE this week, follow: 

John Benson, president, American 
Association of Advertising Agen- 
cies: “It is too early to forecast 
just what abrogation of the NRA 
will do to advertising. We believe 
on the whole it will help by reliev- 
ing business of artificial restraints 
and increasing volume as well as 
real purchasing power. 

“If we get price demoralization it 
will be bad, but advertising will 
then be more needed than ever to 
protect the purchaser of consumer 
goods by means of consumer loy- 
alty.” 


See Ultimate Benefits 


G. A. Phillips, advertising man- 
ager, Cluett, Peabody & Co.: “I do 
not think the decision will cause 
any noticeable variation in either 


LITHOGRAPHERS POSE FOR "A. A."" CAMERAMAN 


Seated in this group, taken at the Lithographers National Association meeting 


at White Sulphur Springs, May 21-23, 
R. Donnelley & Sons Company, Chicago; Col. William Ottmann, 


manager, R. 


are: Walter M. Sackett, general sales 


vice-president, U. S. Printing & Lithographing Company, New York; and J. A. 


Voice, president, Consolidated Lithograph Corporation, Brooklyn. 


Prof. Robert F. Reed, research director, 


Standing are: 
Lithographic Technical Foundation, Inc.; 


A. O. Johnson, vice-president, The Meyercord Company, Chicago; and Ray Lowe, 
Erie Printing & Lithographing Company, Erie, Pa. 


the cost of advertising space or the 
cost of preparing advertising.” 

Lee H. Bristol, vice-president, 
Bristol-Myers Company: “We may 
expect some chaos in the form of 
price cutting in the drug stores and 
other retail outlets, but since our 
advertising is addressed directly to 
the consumer, that fact will not have 
much influence on us. 

“As a matter of fact, I believe 
that consumer activity will advance 
upward as a result of the de- 
cision. . . 

“In general, we should all wel- 
come the decision in the belief that 
it will bolster confidence in our con- 
stitution. There are going to be 
debits and credits that will have 
to be balanced, and for some time 
we are going to be in a state of 
suspense. But probably, in the long 
run, this move, drastic though it 
may seem, is going to increase our 
volume of advertising.” 

Paul West, managing director, 
Association of National Advertisers: 
“I believe the effect will be to en- 
courage advertisers and business 
men generally, but I don’t think ad- 
vertising volume will be immedi- 
ately affected, though there may be 
a temporary increase in price adver 
tising. 

“The long range effect should be 
to increase national advertising vol- 
ume, as manufacturers can now feel 
more secure in making long-term 
plans and commitments. 


Asks Self-Regulation 


“It is only fair, no matter how 
much we may have disliked certain 
features of the NRA, to give it the 
credit due for focusing attention on 
admitted evils which exist in every 
line of business. The better ele- 
ments are now acutely conscious 
of these faults, and will strive to 
eliminate them, regardless of 
whether assistance is forthcoming 
from governmental agencies. 

“Advertisers will continue to be 
interested in the adoption of better 
business practices and higher stand- 
ards of advertising through self- 
regulation. Fresh interest is mani- 
festing itself in the laws which have 
been passed in eight states to en- 
able manufacturers to maintain re- 
sale prices.” 

Allan Brown, advertising manager, 
Bakelite Company: “This decision 
will remove the fear of regimenta- 
tion from business in general and 
will encourage industry to plan ex- 
pansion. Naturally, advertising 
as an integral part of business will 
go ahead also.” 


CBS Appoints Dellar to 
Staff of Radio Sales 


The Columbia Broadcasting System 
has appointed Lincoln Dellar to the 
New York sales staff of Radio Sales, 
CBS subsidiary organization. 

Mr. Dellar has been for the past 
two and a half years manager of the 
Don Lee station KGB, San Diego. He 
was previously advertising director 
of Motorland, and later a publishers’ 
representative in San Francisco. 


NRA DECISION 
BEGETS CAUTION 
IN WASHINGTON 


(Continued from Page 1, Col. 3) 
which face court test as to their 
constitutionality. 

Relative to the NRA _ codes, 
studies are being given to two al- 
ternatives: First, dependence upon 
voluntary codes through publicity. 
The support of the U. S. Chamber of 
Commerce and several large indus- 
trial and marketing corporations is 
believed to be encouraging; second, 
legislation strengthening the Fed- 
eral Trade Commission to take over 
enforcement of a wide scope of ac- 
tivities and if the voluntary agree- 
ments are entered into by codified 
industries, the FTC would attempt 
to enforce such agreements. This 
would include some relaxing of re- 
straints provided for by the anti- 
trust laws. 

Liquor trade enforcement of codes 
and agreements under the FACA, 
the Treasury Department is now 
exploring its responsibility. There 
still remains certain bottle regula- 
tions and other restrictions, Her- 
man Oliphant, chief counsel of the 
Treasury pointed out. Under the 
Internal Revenue laws the Treas- 
ury exercises controls under taxing 
powers. It has, however, no li- 
censing authority. 

Secretary of the Treasury Mor- 
genthau, while favoring the codes 
for fair trade practices, indicated 
that he would not seek legislation 
for his department over such mat- 
ters. On the other hand, House 
Ways and Means Committee mem- 
bers recalled that before prohibi- 
tion, the Treasury could deny li- 
censes to manufacturers end dealers 
unless they met prescribed condi- 
tions, and they forecast these condi- 
tions could be widened to provide 


satisfactory control of production 
and marketing, if other methods 
failed. 


AAA Program in Doubt 


Dr. James M. Doran, Administrat- 
or of the Distilled Spirits Industry, 
announced that on the basis of 
pledges from companies represent- 
ing about 90 per cent of the nation’s 
distilling volume, he could assure 
the country that present standards 
of hours for labor, advertising, label- 
ing and commercial transactions 
would be maintained. He declared: 

“The Distilled Spirits Industry is 
amenable to control exerted by the 
Federal Treasury, food and drug 
administration and other permanent 
governmental agencies as well as 
alcoholic beverage control boards 
in practically all the states where 
the manufacture and sale has been 
legalized. The action of the Su- 
preme Court merely terminated the 


codes imposed upon the industry 
and in no wise affects the permanent 
federal and state control. 

The Agricultural Adjustment Ad- 
ministration, while not named by 
the Supreme Court, is nevertheless 
involved “on principle,” inasmuch 
as present cases before the courts 
include marketing agreements. 
There are 50 cases pending in lower 


courts, AAA officials advised Apb- 
VERTISING AGE. Some cases in litiga- 
tion contest the validity of an 
agreement or program and others 


were instituted by the AAA to en- 
force orders or licenses. Lower 
court decisions have gone against 
the AAA in 13 cases. The case in- 
volving the Bankhead cotton control 
act is now before the Supreme 
Court, but will not be argued until 
next fall. 

The opinion is held in many quar- 
ters that the marketing agreements 
and licenses, affecting thousands of 
farm producers, already are dead to 
all intents and purposes. Neither 
Secretary Wallace nor AAA Ad- 
ministrator Davis saw fit to make 
a public statement, but from high 
sources came word that “we're 
going ahead with 90 per cent of our 
program.” 

The Supreme Court decision came 
at a time when the AAA had suc- 
ceeded in bringing out of both 
Senate and House Agricultural 
Committees its amended bills in- 
cluding licensing powers, but de- 
cision as to debate in these bodies 
has been withheld now, pending fur- 
ther study. 

A meeting was held by Secretary 
Wallace, Administrator Davis, Seth 
Thomas, solicitor of the Department 
of Agriculture and Congressional 
leaders interested. It was privately 
admitted that licensing and market- 
ing agreements are subject to ques- 
tion and that the remainder of the 
AAA program rests largely on court 
interpretation of the delegation of 
authority by Congress. 


Advertising Is News 
in New Publication 


A new publication, in which adver- 
tising will be treated frankly as 
news, will be launched early this 
summer under the name, Flash-O- 
Graph, by Rail-Air Advertisers, Inc., 
Chrysler Building, New York. J. G. 
V. Garton was recently appointed 
vice-president and advertising man- 
ager of the firm. 

Flash-O-Graph will be distributed 
free to Postal Telegraph messengers 
in New York’s richest residential 
sections and to Pullman and plane 
passengers, etc. Arrangements are 
being made for distribution in all the 
principal cities. 


Elects Smith President 


G. Vance Smith, president of the 
Central Advertising Corporation has 
been re-elected president of the Ad- 
vertising Club of Indianapolis. Other 
officers elected were: Roy E. Blos- 
som, vice-president; LeRoy Breumig, 
treasurer; Harry S. Rogers, ser- 
geant-at-arms; and G. Rudolph 
Miller, secretary. Albert L. Mar- 
shall, James R. Coryell, and Arthur 
S. Overbay were named directors. 
Continuing as directors are E. Rus- 
sell Etter, Edmund P. Magel, and 
Robert M. Bowes. 


Want 


RESULTS? 


Advertise your ‘‘gadget’’ in 
RADIO NEWS 


Advertising Management 
H. D. CRIPPEN & W. P. JEFFERY 
461 8th Ave.. New York. Bryant 9-3142 
Midwestern Representative 
VIRGIL MALCHER 
205 W. Wacker Dr., Chicago 
Randolph 7100 
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ADVERTISING AGE 


Will Publish 


Dailies for 
A. F. A. Meet 


Chicago, June 


1. — ADVERTISING 
Act will again issue convention 
dailies during the meeting of the 
Advertising Federation of America 
here June 9-12, G. D. Crain, Jr., pub- 
lisher, announced today. 

Copies of the June 10 issue, con- 
taining complete convention data as 
well as a special condensed time- 
table of convention events, will be 
distributed to those attending the 
various meetings the first day, while 
special convention dailies will be 
available for all convention visitors 
on June 11 and 12. 

ADVERTISING AGE has issued spe- 
cial daily issues for each annual 
convention of the Advertising Fed- 
eration since 1931. 


Dailies’ Code 
Group Points 
To New Perils 


New York, May 31.—The code 
authority for the daily newspaper 
publishing industry, after a meet- 
ing Tuesday, announced that “affairs 
of the code committee will be liquid- 
ated promptly” when the code ex- 
pires June 16. 

A statement issued by the code 
authority pointed out that the 
newspaper code would automatically 
expire June 16, regardless of the 
Supreme Court decision, and went 
on to declare that Section 7A of the 
act, as well as the Wagner labor dis- 
putes bill and the Black 30-hour 
week bill, were still to be faced, and 
that “publishers are therefore con- 
fronted by problems relatively as 
troublesome as those created by the 
enactment of the recovery law in 
1933.” 

No official statements were forth- 
coming from either the national co- 
ordinating committee of the graphic 
arts code, or any of the code author- 
ities of its various’ subdivisions, 
which include periodical publishing, 
relief printing, lithographing, non- 
metropolitan newspapers, etc. 


Ask N. A. B. to Rule 


on Proper Accounts 
A request that the National As- 
sociation of Broadcasters establish 
a bureau to pass on the propriety of 
new advertising accounts has been 
made by the Chicago Broadcasters’ 
Association. ‘ 
The resolution said that such a 
policy would eliminate much of the 
trouble now being encountered. 


Gro-Flex Appoints 


The Gro-Flex Corporation, Indian- 
apolis, Ind., maker of Gro-Flex scalp 
massage equipment, and operator of 
shops in New York and Chicago, has 
Placed its advertising account with 
Geyer-Cornell Company, Inc., New 
York. H. O. Nadler is account ex- 
ecutive. 


53,100 BUSINESS 
EXECUTIVES 


read National Sportsman or Hunt- 
ing & Fishing every month, accord- 
ing to a recent survey. And there 
are 531,000 other regular readers 
in many different walks of life. 


But all 584,000 of them are ardent 
sportsmen and good spenders. 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston New York Chicago Atlanta 


14 GROUPS PLAN 
DEPARTMENTALS 
AT A. F. A. MEET 


Programs for Chicago Con- 
vention Are Released 


New York, May 29.—With 14 allied 
groups planning to hold sessions of 
their own in conjunction with the 
annual convention of the Advertising 
Federation of America in Chicago 
June 9-12, A.F.A. officials are confi- 
dent that advertising men and 
women, no matter what their particu- 
lar interests, will find attendance at 
the meeting beneficial and interest- 
ing. 

One or more individual sessions 
are planned by each of the following 
organizations: 

Agricultural Publishers’ Associa- 
tion; American Community Advertis- 
ing Association; Club Activities Con- 
ference; Direct Mail Advertising As- 
sociation; Engineering Advertisers’ 
Association (industrial marketing 
conference); Agate Club and Maga- 
zine Club; Advertising Managers 
Club of Chicago (for national adver- 
tisers); National Association of 
Broadcasters; Premium Advertising 
Association; Sales Promotion Divi- 
sion, National Retail Dry Goods Asso- 


ciation; Newspaper Advertising 
Executives Association; National 
Newspaper Promotion Association; 
Outdoor Advertising Association; 


Public Utilities Advertising Associa- 
tion. 


Retailers Have Good Program 


One of the most comprehensive 
programs is that of the N.R.D.G.A. 
sales promotion division, which will 
meet June 11 and 12. The first ses- 
sion of this group, to be presided 
over by Paul E. Murphy, Frederick 
Loeser & Co., Brooklyn, will hear the 
following speakers: 

R. V. Tossell, La Salle & Koch 
Company, Toledo; William H. Mc- 
Leod, Wm. Filene’s Sons, Boston; 
William Howard, Gimbel Bros., New 
York, and W. L. Stensgaard, W. L. 
Stensgaard & Associates, Chicago. 

Mary Murphy, The Fair, Chicago, 
will preside at the afternoon session 
of the group, at which speakers will 
include Olin Stansbury, Marshall 
Field & Co., Chicago; W. Z. Zucker, 
Wieboldt Stores, Chicago; Oscar R. 
Strauss, Jr., Rich’s, Inc., Atlanta; 
H. H. Bishop, Robert Simpson Com- 
pany, Toronto. 

A symposium on “What Modern 
Stores Expect from Advertising and 
Sales Promotion” will be held the 
morning of June 12, with David 
Owens, J. B. Ivey & Co., Charlotte, 
N. C., president of the N.R.D.G.A., 
and Miss Murphy as co-chairmen. 
Speakers will include G. Lynn Sum- 
ner, New York agency head; Col. 
Frank Knox, Chicago Daily News; 
Edgar J. Kaufmann, Kaufmann De- 
partment Stores, Pittsburgh; and 
Bruce McLeish, Carson Pirie Scott & 
Co., Chicago. 

The National Association of Broad- 
casters will start June 10 with a 
panel discussion on retail broadcast 
advertising presided over by Arthur 
B. Church, KMBC, Kansas City. 
Among those on the program are 
H. K. Carpenter, WHK, Cleveland; 
Dade B. Epstein, Chicago agency 
man; Marvin Oreck, Oreck’s, Inc., 
Duluth;Frank W. Spaeth, manager, 
sales promotion division, N.R.D.G.A.; 
Kenneth Taylor, John Taylor Dry 
Goods Company, Kansas City; John 
Henry, KOIL, Council Bluffs; Walter 
J. Neff, WOR, Newark; John Shepard 
III, Yankee Network, Boston; Dr. 
Herman S. Hettinger, research di- 
rector, N.A.B. 


More Panel Discussions 


Tuesday morning E. J. Adams, 
chairman of the special board of in- 
vestigation of the Federal Trade 
Commission, will speak, after which 
there will be a panel discussion on 
mutual problems of buyers and sell- 
ers of radio advertising. 

Participants will include Mr. 
Church; John Benson, American As- 


sociation of Advertising Agencies; 
Nathan B. Pumpian, Henri, Hurst & 
McDonald, Chicago; Stuart Peabody, 
The Borden Company, New York; 
Hugh K. Boice, Columbia Broadcast- 
ing System; Edgar Kobak, Nationa! 
Broadcasting Company; John F. 
Patt, WGAR, Cleveland; Lloyd C. 
Thomas,WROK, Rockford; and Ced- 
ric Seaman, Continental Baking Com- 
pany, New York. 

Two half-day sessions are planned 
for the national advertising man- 
agers present, the morning session 
June 11, to include a symposium 
under the supervision of Patricia 
Gordon, Princess Pat, Ltd., at which 
speakers will include Marvin Harms, 
Premier-Pabst Sales Company, Chi- 
cago; Joseph M. Kraus, A. Stein & 
Co., Chicago; and Kenneth Laird, 
Western Company, Chicago. At the 
afternoon session one of the speakers 
will be Leo Nejelski, Swift & Co., Chi- 
cago. Ralph Leavenworth, Westing- 
house, and Elon G. Borton, LaSalle 
Extension University, Chicago, are 
planning this program. 

The National Newspaper Promo- 
tion Association program will consist 
principally of round tables, with 
George Benneyan, New York Sun, in 
charge of the first session. Speakers 
scheduled for the second session of 
the group include J. M. Cleary, 
Roche, Williams & Cunnyngham, 
Inc., and Arthur Brayton, Marshall 
Field & Co., wholesale. 


Utilities to Meet 


On Tuesday speakers include John 
Sweet, Traffic Service Corporation, 
Chicago; C. E. Hooper, Clark-Hooper, 
Inc., and Maurice L. Rothschild, Chi- 
cago merchant. 

The Public Utilities Advertising 
Association will meet June 11 with 
President Henry Obermeyer in the 
chair. Speakers will include A. C. 
Joy, Pacific Gas & Electric Company; 
Cc. A. Tattersall, Niagara Hudson 
Power Corporation; Tom _ Kettle, 
Northern States Power Company, 
and Vaughn Flannery, Young & 
Rubicam. Reports of the committees 
on mechanical costs and better copy 
will be presented by Wilmot Squier, 
Washington Gas Light Company, and 
D. D. Parry, Central Hudson Gas & 
Electric Company, respectively. 

The Industrial advertising depart- 
mental will begin its meeting with 
lunch June 11, and speakers will in- 
clude Paul Wooton, Business Week, 
Washington; Herman Lind, National 
Tool Builders Association, Cleveland; 
G. E. Stedman, Cramer-Krasselt 
Company, Milwaukee; Walther Bu- 
chen, Chicago agency head; L. 8. 
Hamaker, Berger Mfg. Company, 
Canton; H. F. Barrows, Austin-West- 
ern Road Machinery Company, Au- 
rora, Ill., and G. D. Crain, Jr., ADVER- 
TISING AGE. 


Ad Executives’ Program 


The Newspaper Advertising Execu- 
tives Association will start its pro- 
gram off June 10 with a morning ses- 
sion, and will continue with morning 
sessions on June 11 and 12. George 
J. Auer, New York Herald Tribune, 
will preside. 

Speakers at the several sessions 
will include William D. Nugent, 
Media Records, Inc.; Mary M. Mur- 
phy, The Fair, Chicago; H. Dorsey 
Newson, Federal Housing Adminis- 
tration; John Fitzgerald, Reynolds- 
Fitzgerald, Inc., Chicago; John Ben- 
son, American Association of Adver- 
tising Agencies; Charles W. Mears, 
Cleveland; Frank Beck, Flint, Mich., 
Journal. 

Chester H. Lang, A. F. A. presi- 
dent, will address the group at a spe- 
cial luncheon Tuesday, and another 
speaker, whose identity has not been 
divulged, will also appear on the pro- 
gram. 

The final session of this group 
Wednesday will be given over en- 
tirely to a round table discussion. 


Starts Fund as Memorial 


to Carroll J. Swan 

The Advertising Club of Boston has 
launched a movement to raise a fund 
of $25,000 to aid under-privileged 
children, as a memorial to the late 
Carroll J. Swan, publishers’ represen- 
tative and Boston civic leader. Many 
other organizations with which Mr. 
Swan was affiliated are cooperating 
in the movement. 

Governor James M. Curley of Mas- 
sachusetts started contributions with 
a subscription of $100. This amount 
was matched by Admiral Richard E. 


Byrd. 


an award for 


DISTINGUISHED SERVIC 


in Journalism 


< EARAS yy 


AWARD 


Rite. 


Dist O 


E MONTREAL SIAR 


Se 


A [g 


A. 


SERVIC 
oO AS A 


UTS 


“FOR: DISTINGUISHED 


Bis NG 
L ¥ 


= 


HIS year The Montreal Star has been 


granted the first award ever accorded a 
Canadian newspaper by the School of Jour- 
nalism of the University of Missouri. 


HE citation accompanying the bronze 
medallion reads as follows:— 


66 


and truly great North American news- 
paper; immediately recognizing the news 
and socially constructive value of the United 
Kingdom. The Star has bridged the oceans 
and given Canada brilliant news coverage 
from England, Ireland, India, Australia and 
sister nations of the British Empire. More 
than this, The Star has bridged an invisible 
ocean—the blue depths of faith separating 
Canadian Catholics and Canadian Protes- 


tants. 


we 


O the Montreal Star, a constructive 


O each of these The Star has become 
a friend. Only an excellent newspa- 


per could undertake such a building policy; 


only a great newspaper could thus succeed.” 


The Montreal Daily Star. 


“*Canada’s Greatest Newspaper’’ 


MONTREAL 


Dan. A. Carroll 
110 East 42nd St. 
New York, N. Y. 


John E. Lutz 
180 N. Michigan Ave. 
Chicago, Ill. 


CANADA 


Branch Office Branch Office 
390 Bay St. 42 Pall Mall 
Toronto, Ont. London, Eng. 
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SHOWS WORTH OF 
AD-TESTING BY 
CONSUMER JURY 


Boston, Mass., May 29.—A group 
of consumers can be depended upon 
to give reliable rankings of effective- 
ness of advertisements previous to 
their publication, a study just re- 
leased by the Harvard Graduate 
School of Business Administration 
reveals. 

The investigation included testing 
of advertisements before their inser- 
tion in publications. Later, these re- 
sults were compared with actual sales 
results after the advertisements had 
been published. 

Entitled “A Test of the Consumer 
Jury Method of Ranking Advertise- 
ments,” the study was made by Pro- 
fessors Neil H. Borden and Osgood 
S. Lovekin, with the assistance of 
Paul K. Edwards, of Fisk University, 
and Mrs. Mabel Taylor Gragg. 

The application of the consumer 
jury method to products of limited 
appeal is precluded by the difficulty 
of finding enough people really in- 
terested in the product to act as 
jurors, it was found. 

Special care was taken to find ad- 


vertisements which were demonstra- | 


bly of varying effectiveness. Seven- 
teen series of such advertisements 
were inspected by from 60 to 210 
individuals, to be ranked on the 
basis of two questions: 

1. If you were turning the pages 
of a magazine, which of these ad- 
vertisements would be most likely 
to attract your attention? 

2. Which of the advertisements 
would be most likely to influence 
you to send in for the article of- 
fered? 


Show Good Results 


The consumer rankings definitely 
contradicted the known results on 


both questions in only one of the) 


17 instances. In two cases, there 


| 


was agreement on only one of the 
questions. 

In the case of the remaining series, 
the order of ranking by consumers 
in every instance agreed with the 
known rankings from inquiry re- 
turns. That is, in each instance a 
majority of the consumers gave 
judgments corresponding with the 
actual returns. The report points 
out, however, that in some instances 
these majorities were not large 
enough to inspire confidence in their 
reliability. 

Further study of the returns dis- 
closed that for those products for 
which the jury rankings were not 
in accord with the business returns, 
or were not ranked decisively in 
agreement with actual returns, 
the product offered was one which 
appealed to only a relatively limited 
number of people. 

To locate people really interested 
in such products to act as advertis- 
ing jurors is difficult if not impos- 
sible in many cases, the report 
states. Therefore it was reasoned 
that the consumer jury method was 
not dependable for products with a 
limited appeal. 

Mathematical formulae were ap- 
plied, in selection of advertisements 
to be tested and in the rating of ad- 
vertisements by consumer juries, to 
assure that the rankings were fully 
significant and not merely the result 
of chance selection. 

Reproductions of the various ad- 
vertisements, their rating and pull- 
ing power, as well as the data and 
conclusions of the study, are in- 
cluded in the report. \ 


Five Firms Appoint 
Sidney H. Weiler 


Sidney H. Weiler Advertising 
Agency, Philadelphia, has been ap- 
pointed to handle advertising of 
Charles H. Hatcher, maker of Nero 
shoe polish; H. Linsk & Co., makers 
of Lucette dresses and frocks; and 
Supportex Company, maker of Lastex 
belts for athletes and obesity. All 
of these companies are in Philadel- 
phia. 

American Character Doll Company, 
Brooklyn, has placed a portion of 
its advertising with the Weiler 
agency, and Iris Knitting Corpora- 
tion, Pottstown, Pa., has also ap- 
pointed Weiler. 


PRETTY SLICK... this 


smooth display sells Johnson’s 
Wax with the greatest of ease 
. .. Designed and produced by 


ARETTE RLIMUS 
Thographic SM S Menpecartngee 


47s AND ARCH STREETS, PHILADELPHIA - 


NEW YORK + CHICAGO 


* BOSTON 


CODES’ PASSING 
FINDS BUSINESS 
SANS ANSWER 


Distillers, Retailers Sorry; 
Brewers Glad 


New York, May 31.—While cap- 
tains of industry rushed into the 
breach created by the Supreme Court 
decision abolishing NRA to assure 
employes and the public that wages 
and working hours would not be 
changed, distillers and brewers 
seemed much less certain of what 
the future would bring forth. The 
same sweeping Supreme Court ver- 
dict which sounded the death knell 
for the National Recovery Act also 
wiped out the Federal Alcohol Con- 
trol Administration and_ various 
liquor and beer codes. 

Thus for the moment the only re- 
strictions on the liquor and brew- 
ing industries are those imposed by 
the Treasury Department, Bureau of 
Internal Revenue and various state 
laws. While the latter are numerous 
and complicated enough to insure 
adequate control, the two industries 
concerned apparently feel that some 
kind of successor to the FACA will 
be created by the government. 

The only whisky copy which ap- 
peared this week based on the Su- 
preme Court decision was that of 
Schenley Products Company, which 
asserted that it will maintain stand- 
ards of clean, wholesome advertis- 
ing, informative labeling, and the 
present schedule of wages and 
hours. 

Some whisky price-cutting was re- 
ported in various parts of the coun- 
try, but there has already been so 
much of this that passing of the 
FACA cannot be held responsible. 


Brewers’ 


FACA copy regulations 
liquor were generally regarded as 
reasonable. They insisted only on 
truth in advertising and elimination 
of misleading phrases. Some dis- 
tillers expressed fear as to what 
turn competitors’ copy would take in 
the absence of federal regulation. 

Some of the provisions of the 
brewers’ code caused members of 
that industry to gnash their teeth. 
The prohibition against giving, rent- 
ing or lending a retail establishment 
any advertising sign costing more 
than $100 was one of the thorns in 
the flesh of brewers. Schlitz Brew- 
ing Company was forced to junk 22 
electric signs under this ruling. 

Brewers generally were dissatis- 
fied with the work of the FACA. 
They charged that it was inconsis- 
tent and seemed to favor some mem- 
bers of the industry at the expense 
of others. In view of the likelihood 
that some other government bureau 
would probably succeed the FACA, 
however, none would consent to 
have his name attached to any such 
statement. 

The stock market performed some 
interesting gymnastics following the 
Supreme Court decision. The first 
feeling, apparently one of relief, was 
reflected by a short-lived boom. Fear 
of price wars then became evident 
and most of the stocks registered 
declines of from one to six points. 
Utilities, the butt of some of the 
administration’s bills, resisted this 
trend and most of them showed 
gains. 


Code Severe 


anent 


Some Price Cutting 


Cigarettes, always something of a 
football in New York, were cut to 
11 cents a package by some concerns 
as soon as code restrictions were 
cast overboard. 

One of the few messages from or- 
ganized business following the Su- 
preme Court decision came from Har- 
per Sibley, newly-elected president 
of the Chamber of Commerce of the 
United States. Mr. Sibley said 
American business men are con- 
fronted with a responsibility and an 
opportunity. 

“This is the moment to prove their 
good faith,” said he. “I am confi- 


REPACKAGE PIN MONEY PRODUCTS 
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SPIN Mon 
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Attractive new family of packages developed for products of Pin 
Money Brands, Inc., Richmond, ae by the Blackman Company, 
New Yor 


dent business will maintain the wage 
and hour provisions of codes.” 

Retailers generally mourned the 
passing of the codes. 

The effect of the Supreme Court 
decision was felt with peculiar force 
by the FACA because this arm of 
the government had recently an- 
nounced hearings for June 6 to dis- 
cuss a number of projected amend- 
ments to the regulations governing 
advertising and labeling. 

The amendments which were to 
be discussed provided for the elimi- 
nation of all guarantees, certificates, 
chemical analyses, etc., more rigid 
restrictions on age claims of whis- 
kies, and the total elimination of 
these claims in the case of rum, cog- 
nac and other brandies, as well as 
numerous other changes directly af- 
fecting labeling and advertising. 

The FACA just last week had is- 
sued a 52-page bulletin containing 
all essential information about 
FACA rules and _ regulations, to- 
gether with interpretations of pro- 
visions affecting advertising and 
merchandising. 


Continental’s Policy 


Maintenance of high standards, 
both in product and advertising, 
was pledged by Dr. Lewis H. Marks, 
president of Continental Distilling 
Corporation, Brooklyn, in telegrams 
dispatched to President Roosevelt, 
Gen. Hugh S. Johnson, and many 
other government and state officials, 
as well as its own agents through- 
out the country. 

“There will be no reduction of 
salaries and no _ lengthening of 
hours of Continental employes any- 
where,” said Dr. Marks. 

“We have hundreds of thousands 
of barrels of liquor ageing in our 
warehouses which will be sold to 
the consuming public under the ban- 
ner of absolute truth in advertising 
just as if we were still under su- 
pervision of the FACA. 

“We heartily endorse Seagram's 
current advertising that ‘drinking 
and driving do not mix.’ 

“We are not in the least disturbed 
by the turmoil due to cancellation 
of FACA regulations, as illogical as 
some of them were. Other rules 
were so basically sound that we 
shall continue to live up to them 
forever as a matter of company 
policy, thus keeping faith with the 
public. 

“While we realize that price main- 
tenance has been killed for the mo- 
ment, we still possess the privilege 
under the Taylor Act of refusing to 
sell certain dealers.” 

Urging the brewers of the United 
States to adhere to all the present 
rules of fair practice, advertising 
regulations, labor provisions and 
price posting included in the brew- 


ers’ code, Colonel Jacob Ruppert, 
president of the United States 
Brewers’ Association, New York, 


which includes the country’s major 
brewers in its membership, today 
issued a statement asking the brew- 
ers not to destroy the gains to the 
industry that have already been ac- 
complished through the NRA. 


Joins Reliance Graphic 


Logan A. Hunton, inventor of the 
Flash-O-Gram and Tel-O-Photogram, 
has joined the Reliance Graphic Cor- 
poration, New York direct mail firm, 
as vice-president in charge of sales. 
He has dissolved the Hunton Com- 
pany, of which he was president. 


Collier Extends 
Recognition, to 
Selected Agents 


New York, June 3.—Recognition 
of a selected group of general ad- 
vertising agencies to represent his 
companies in securing new street 
car, subway, elevated and bus ad- 
vertising contracts was announced 
this week by Barron Collier, presi- 
dent of the Street Railways Adver- 
tising Company. 

The street car advertising organ- 
izations were represented years ago 
by agencies, but conditions exist- 
ing at that time became unsatis- 
factory and the plan was abandoned. 

Mr. Collier when interviewed by 
ADVERTISING AGE declined to reveal 
the identities of agencies which will 
be recognized by his companies, but 
indicated that a list would be made 
public in the near future. 

“The agencies selected to repre- 
sent us,” he said, “are among the 
finest in the field. Arrangements 
enabling them to broaden their 
fields of service to advertisers by 
including the sale of street car ad- 
vertising space makes these serv- 
ices even more valuable to their 
plans and, consequently, of relative 
greater value to them. Our arrange- 
ments with the agencies who will 
represent us provide for the usual 
agency commissions.” 

“We are happy,” continued Mr. 
Collier, “to have this agency rep- 
resentation on a basis that will 
prove satisfactory to both, since 
we are confident that this coopera- 
tion will be decidedly advantageous 
to advertisers and to those agencies 
authorized to represent us as well 
as to ourselves.” 


National Biscuit 
Appoints Flood 


R. J. Flood, formerly manager of 
the sales promotion department of 
Gulf Refining Company, Pittsburgh, 
has been appointed advertising man- 
ager of National Biscuit Company, 
New York. 

Mr. Flood was formerly with the 
Chicago office of McCann-Erickson, 
Inc., and the Canadian staff of J. 
Walter Thompson Company. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 
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ADVERTISING AGE 


HOTPOINT TAKES 
STEPS TO TAKE 
UP SUMMER SLACK 


Features Cool Electric Cook- 
ery in New Drive 


Chicago, May 31.—To combat the 
usual mid-summer slump in sales of 
electric power and electrical mer- 
chandise, the Edison General Elec- 
tric Appliance Company this week 
launched a nation-wide campaign 
through utility companies, with the 
theme, “Take up the slack.” 

The new effort, on behalf of the 
company’s Hotpoint electric ranges 
and water heaters, is the first direct 
onslaught attempted to offset the de- 
cline of residential consumption of 
electric power in July and August. 

Highlights of the campaign will be 
the “cool kitchens” feature of elec- 
tric cookery, and the convenience of 
an adequate supply of hot water for 
bathing, laundering, cleaning and 
other needs during the _ hottest 
months of summer. 

Cool electric cookery will be fea- 
tured in the group of advertise- 
ments which Hotpoint and other ma- 
jor electric range makers will run in 
McCall’s Magazine in July. 

In addition, Hotpoint will exploit 
the cool electric cookery theme in 
other advertisements in Better 
Homes and Gardens, Good House- 
keeping, Ladies’ Home Journal, and 
Woman’s Home Companion. 

Direct mail, newspapers, window 
displays, outdoor advertising, a dem- 
onstration program, and a salesmen’s 
contest to sell the idea of “cool kit- 
chens” will also be used to support 
the campaign. 

Newspaper copy submitted to utili- 
ties tells of “meals that cook them- 
selves,” “the range with a chef’s 
brain,” and “how to cut kitchen-time 
in half.” A typical advertisement 
pictures a kitchen scene, and shows 
the electric range “speaking” to 
mother and child. “Take the after- 
noon off—I’ll cook the dinner,” is the 
advice given. Another illustration 
presents a summer scene at the 
beach. 


Elaborate 


Plan Books 


Under direction of W. A. Grove, 
advertising and sales promotion 
manager, Hotpoint has prepared plan 
books for utilities, giving them a 
complete program of operation for 
their “Take up the slack” campaign. 

Features of Hotpoint’s plan are a 
pre-campaign drive to secure pros- 
pects for electric ranges and water 
heaters, as well as other major ap- 
pliances, and a salesmen’s cool kit- 
chen contest to sell electric ranges. 

In the pre-campaign drive, utility 
employes will be equipped with 
“whiskette” scouring pads to present 
to prospects. This gift provides an 
opening to stress the cleanliness of 
electric cookery and the fact that 
scouring pads are not needed for 
utensils used in cooking on an elec- 
tric range. 

On later calls, the salesmen will 
ask permission to place thermome- 
ters in the kitchen and living room 
of the prospect’s home, and the pros- 
pect will be asked to keep a daily 
record of comparative temperatures 
for one week. 

The thermometers are expected to be 
effective door-openers for the sales- 
men, and will also serve to make the 
prospects “heat conscious” so far as 
their kitchens are concerned. 

The “Take up the slack” drive is 
the third step in Hotpoint’s year- 
round sales program to help the util- 
ities sell appliances, and build do- 
mestic load. A clearance campaign 
was conducted the first three months 
of the year followed by a spring 
modernizing campaign. 

The “cool cookery” and “hours of 
freedom” themes, as exploited in the 
new campaign, are expected to bring 
results far exceeding those obtained 
from a normal, routine summer Sales 
effort, Mr. Grove said. 

Maxon, Inc., Detroit, handles the 
account. 


NEW PACKAGE 


Paper bag adopted by Standard 

Brands for Chase & Sanborn's 

dated coffee after use of sealed 
tins since 1878. 


Headline Often 
All- Important, 
Eager Asserts 


New York, May 28.—George Eager, 
business manager of Batten, Barton, 
Durstine and Osborn, revealed the 
results of a recent book advertising 
survey made by his agency in an 
address before the annual conven- 
tion of the American Bookseller’s 
Association, held here last week. 

“In general,” he said, “we find 
that the public responds to adver- 
tisements that appeal to basic hu- 
man emotions. Too much discus- 
sion of the article itself, its price, 
its construction or appearance, 
kills sales. But make people see 
in that article the things we all 
want out of life and sales will fol- 
low.” 

“A good headline can make or 
break an advertisement of this na- 
ture,” said Mr. Eager in describ- 
ing the comparative returns of 
certain advertisements. “On a set 
of interesting essays,” he continued, 
“the headline, ‘A Test of How Well 
Read You Are,’ was a failure, while 
a picture of a girl reproaching a 
man with the remark, ‘You Didn’t 
Say a Word All Evening,’ was very 
successful. On the other hand the 
headline, ‘“Defend Yourself,” the 
Girl Cried,’ was a failure for an ad- 
vertisement devoted to a set of Jo- 
seph Conrad, while the headline, 
‘Tales That Cast a Magic Spell,’ 
was very successful.” 


Peat, Sound System 
Firms Name Agency 


Wheeler, Fregeau and Associates, 
Columbus, O., have been appointed ad- 
vertising counsel to two Columbus 
firms, Bell Sound Systems, Inc., 
maker of amplifying systems and 
loud speakers for hotels and restau- 
rants, and call systems for depart- 
ment stores, and American Sedge 
Peat Company, producer of peat moss 
for gardening and golf green dress- 
ing. 

Direct mail and business publica- 
tions are being used by Bell Sound 
Systems, Inc. The peat company’s 
campaign will employ direct mail 
and newspapers. 


To Charchill-Hall 


Hazel-Atlas Glass Company, Wheel- 
ing, W. Va., maker of fruit jars, glass 
jars, glassware and glass kitchen- 
ware, has appointed Churchill-Hall, 
Inc., New York. Newspapers, farm 
publications and direct mail are be- 
ing used. 


Emmert Dies 
Leonard D. Emmert, former pub- 
lisher of the Hagerstown Evening 
Globe, Hagerstown, Md., for 18 years, 
— at his Hagerstown home last 
week. 


New York Likes 
Scribner Show 
On Book Making 


New York, May 29.—More than 
2,000 persons have been sufficiently 
interested in the demonstration of 
book making which opened April 22 
at Chas. Scribner’s Sons retail shop 
on Fifth Avenue to tour the exhibit, 
the first of the kind, and to request, 
for use as a paperweight, a linotype 
slug on which their name is cast, and 
a copy of a brochure, “The Making 
of a Book.” 

In return for the souvenirs, the 
visitor is asked to fill out a card 
giving name and address and indi- 
cating his reading interests. The 
data thus collected will be used as a 
basis for direct mail promotion. 

The demonstration was planned 
primarily to call attention to a new 
book by Ernest Hemingway, “Green 
Hills of Africa,” and to convince the 
general public that book making is 
so expensive and complicated a 
process as to make almost any price 
per copy reasonable. The exhibition 
will close next week. 

The only operation actually per- 
formed in the retail shop was the 
linotyping. A knowledge of the 
nearly 40 other operations involved 
was imparted by the exhibits show- 
ing the various stages in the making 
of a book and photographs of the 
work being done in the Scribner 
plant. 


De Veau, Advertising 


Veteran, Passes Away 
Funeral services for Louis B. De 
Veau, former magazine advertising 
manager, were held at his home in 
New Rochelle, N. Y., May 24. At the 
age of 71, he had been associated 
with the Blanchard Press, Inc., New 
York printers, more than 20 years as 
a sales representative and continued 
to carry on his work with as fre- 
quent calls as possible during his 
past year’s illness, a heart ailment. 
His career started in the advertis- 
ing department of Harpers Maga- 
zine, where he continued about 20 
years. Town Topics then made Mr. 
De Veau its advertising manager, 
and later he became advertising 
manager of McClure’s and St. Nicho- 
las Maagzine. Mr. De Veau had 
served as president of the Winter 
Golf League of Advertising Interests 
and of the Summer Advertising Golf 
Association. His widow and son, 
Louis, survive. 


Ad Golf Tourney Is 
Week-End Event Again 


The Summer Advertising Golf As- 
sociation will repeat its week-end 
plan, carried out with success the 
past two years, by staging its 31st 
annual tournament at Fishers Island, 
N. Y., June 28 to July 1, according to 
John H. Abeel, president. 

The first 50 golfers to register will 
be guests of Howard Spaulding on 
his yacht, “Content,” in the trip 
through Long Island Sound from 
Greenwich, Conn., to the island. The 
men’s qualifying round will be played 
Friday, the first two match rounds on 
Saturday and Sunday, and the semi- 
final and final rounds on Monday. 
The women’s tournament will be 
played on the Hay Harbor course. 


“Technocracy” Starts 


The first issue of Technocracy, 
carrying on its cover a picture of 
the mechanical cotton picker which 
is expected to gobble jobs of thou- 
sands of farm laborers, has appeared 
as a monthly magazine edited by 
Howard Scott, technocrat. Offices are 
at 230 W. 48rd St., New York. 


Names Frank Presbrey 


Emark Battery Division of Thomas 
A. Edison, Inc., Kearney, N. J., has 
appointed Frank Presbrey Company, 
New York, as advertising agent. A 
consumer campaign will be con- 
ducted, backed by a business publica- 
tion schedule and field merchandis- 
ing work. 


Made 4-A Member 


Syverson-Kelley, Inc., Spokane, 
Wash., has been elected to member- 
ship in the American Association of 
Advertising Agencies. 


Takes Larger Quarters 

Don Wallace, photographer, 6 N. 
Michigan Ave., Chicago, will move 
into larger quarters in the same 
building. 


LILLIPUTIAN AIR 
FEATURE GIVEN 
RE-TEST IN EAST 


New York, May 31.—‘“The shortest 
radio program in the world,” put 
on the air by the American Tobacco 
Company on behalf of Herbert Tarey- 
ton cigarettes, will be continued as 
a test for another 13 weeks under a 
contract renewed this week. 

The same stations in Philadelphia, 
Washington and Baltimore as used 
in the first test period will again 
carry the feature, and by August it 
is expected that plans may be drawn 
up to make it a national attraction. 
Lawrence C. Gumbinner is the agent 
responsible for the idea. 

Time required for one of these 
experimental Tareyton broadcasts is 
but 15 seconds, but in this interval 
are crowded all types of entertain- 
ment entering into a full hour’s pro- 
gram: comedy, music, commercial 
announcement by a_= special an- 
nouncer, etc. 

While short broadcasts have been 
used before, it was necessary to 
make special arrangements for the 
15-second periods. The 35 and 50- 
word announcements sold by some 
stations is the nearest approach to 
the Tareyton idea. 


Topics Widely Varied 


In the first test, jingles written 
by professional writers were fea- 
tured on the program against a spe- 
cially composed melody background. 
The topics treated in the comedy are 
unrelated to the product and widely 
varied. They might be anything of 
current interest from the Dionne 
quintuplets to the inflation trend or 
bathing beauties. 

In the second test, the jingles used 
have been submitted by listeners. 
The announcement reminds. that 
“Herbert Tareytons are now 15 cents 
—there’s something about them you 
like.” 

Daytime periods have been elimi- 
nated, reducing the number of broad- 
casts per day from about a dozen 
to eight. Preliminary results indi- 
cate that the plan is successful, and 
that sales are increasing. 


N. Y. Boat Dealers 
Plan Floating Show 


A committee of the Marine Trades 
Association plans a floating motor 
boat show and demonstration in sev- 
eral harbors during July and August. 

Coming after the boat selling sea- 
son in April, May and June, it will 
not interfere with the National Mo- 
tor Boat Show in January. It will 
be sponsored by local dealers and is 
expected to gain support of boat man- 
ufacturers. 

Albert Hickman, president of Hick- 
man Sea Sled Company, heads the 
committee. One of the members is 
Walter Bailey, advertising manager 
of Motor Boating. 


Flack Elected 
Club President 


John B. Flack, John B. Flack Ad- 
vertising Agency, has been elected 
president of the Syracuse Advertising 
Club, Syracuse, N. Y. Grant Ernst, 
advertising director, Post-Standard, 
was chosen first vice-president. Mar- 
cianna Hughes, Syracuse Trust Com- 
pany, was elected second vice-presi- 
dent. 

Other officers elected were: Kather- 
ine Guff, station WFBL, secretary, 
and Samuel Joor, First Trust and 
Deposit Company, treasurer. Clar- 
ence Keller, promotion manager, Ho- 
tel Syracuse, is the retiring president. 


Name R. B. Anderson 


R. B. Anderson, former merchan- 
dising manager of the Chicago Trib- 
une and the Chicagoan, has been ap- 
pointed Western advertising manager 
of Junior Home for Mothers and 
Children’s Activities, Chicago. His 
headquarters will be in Chicago. 


Evans Firm Moves 


The advertising agency of Evans 
Associates, Inc., which has been lo- 
cated on the fifth floor at 225 N. 
Michigan Ave., Chicago, has moved 
to larger quarters on the sixth floor 
of the same building. 


Thousand-Line . 
Copy Heralds 
New Chryslers 


Detroit, Mich., May 31.—A national 
newspaper schedule calling for 1,000- 
line copy will be released June 2, an- 
nouncing the Chrysler Corporation’s 
entirely new line of De Luxe Air- 
stream Eight automobiles. 

The newspaper advertising will be 
supplemented next week with full 
pages in Time and The New Yorker 
proclaiming the new models. The 
price range, which begins at $930, 
will be featured. 

Chief among the other features to 
be stressed in the new line will be 
the eight body styles, six of which 
are on a wheelbase of 121 inches, 
with 105 horsepower, and the other 
two on a wheelbase of 133 inches, 
with 110 horsepower, and the speed, 
flexibility and smoothness of per- 
formance of the engines. 


Bayless-Kerr Gets Cleaner 
Account ; Promotes Two 


The Standard Vacuum-Cleaner Mfg. 
Company, Cleveland, has appointed 
the Bayless-Kerr Company of that 
city to handle its advertising. The 
company plans to introduce a new 
high-quality cleaner, named “Key- 
stone.” Business publications and 
direct mail will be used to build dis- 
tribution. 

Walter Butcher, formerly produc- 
tion manager for Bayless-Kerr, has 
been made account executive. Neville 
Bayless, formerly assistant produc- 
tion manager, has been moved up to 
production manager. 


Distillers Appoint 
Gallagher & Burton, Philadelphia 
distillers, have placed their advertis- 
ing account with the Adrian A. Bauer 
=e Agency, Inc., Philadel- 
phia. 
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Col. McCormick | 
On Program for 
Big Convention 


(Continued from Page 1, Col. 2) 


SELF-REGULATION 


STRESSED AS AID 


night is coming in for much atten- 
tion, both from advertising men and 
others. The daily press seems much 
intrigued by this event and the com- 
ment of G. Ray Schaeffer, chairman 
of the general program committee, 
that the banquet and ball were de- 
signed to enable conventioneers to 
recuperate after a hard day of lis- 
tening. 


Lang Sets Pace 


Both general sessions of the Fed- 
eration will be initiated by lunch- 
eons. Chester H. Lang, publicity 
manager, General Electric Company, 
Schenectady, N. Y., and president of 
the Federation, will deliver the key- 
note address at the Monday meet- 
ing. He will be followed by Albert 
D. Lasker, president of Lord & 


Thomas, who is making one of his | 


infrequent public appearances. 

Anna Steese Richardson, asso- 
ciate editor of Woman’s Home Com- 
panion, will present a playlet which 
will embody some common criti- 
cisms of advertising. Mrs. Richard- 
son’s informal approach scored a 
hit at the recent convention of the 
American Association of Advertising 
Agencies, among others. 

The Advertising Federation of 
America has_ established conven- 
tion headquarters at the LaSalle 
Hotel, Chicago, where final touches 
will be put on a program that looms 
up as one of the most impressive 
in the long history of the organ- 
ization. 


Inman Gray Made Head 


of “Atlanta Journal” 


The board of directors of the At- 
lanta Journal has elected Inman 
Gray as president, and James R. 
Gray as vice-president and editor, to 
fill the posts of president and editor 
left vacant by the death of Major 
John S. Cohen on May 13. 

Before his elevation to the presi- 
dency of the Journal, Inman Gray 
was president of the Journal Engrav- 
ing Company, and vice-president of 
the newspaper. James Gray has been 
vice-president and assistant general 
manager and now retains the title of 
vice-president.’ 

John Morton Smith was added to 
the board of directors to fill Major 
Cohen’s place on the board. Mrs. 
James R. Gray, Sr., was re-elected 
chairman of the board of directors. 
John A. Brice, general manager of 
the Journal, was named vice-presi- 
dent and general manager. 


Barnard Western Manager 


for Barron G. Collier 


Fred R. Barnard has been ap- 
pointed western manager for Barron 
G. Collier, Inc., succeeding F. A. Al- 
len, who resigned recently to join 
The American Weekly. 

Mr. Barnard has been with the Col- 
lier organization for 25 years. 


IN CODE FIASCO 


Country's Advertising: Inter- 


ests Remain Calm 


Kansas City, Mo., May 29.—Katz 
|Drug Company, noted for its price- 
cutting proclivities, let no grass grow 
‘under its feet following the Supreme 
|Court ruling invalidating the NRA. 
Tuesday's local newspapers carried 
ja double truck for this company in 
‘which the outstanding offer was on 
{Lucky Strike, Chesterfield, Camel, 
\Old Gold and Raleigh cigarettes at 
lten cents a pack. No limit was set 
lon quantities. 

The copy, which was straight sale 
advertising, made no mention of the 
Supreme Court decision. 

The board of the retail merchants’ 
association issued a statement yester- 
day in which, among other things, it 
recommended that “the procedure in 
reference to fair trade practices tend- 
ing to protect the public be main- 
tained, particularly with reference to 
truth in sales and advertising.” 


St. Louis Retailers 
Volunteer Support 


St. Louis, Mo., May 29.—The Asso- 
ciated Retailers of St. Louis, compris- 
ing 29 of the larger department and 
specialty stores, used a full page in 
the Globe-Democrat today to address 
President Roosevelt and announce 
that they are “with you 100 per cent.” 
“We propose to exercise our utmost 
endeavors to maintain wage struc- 
tures,” the copy continued. 

The St. Louis division of Milton 
Oil Company, whose advertising is 
handled by Anfenger Advertising 
Agency, used two-column space in the 
Post-Dispatch yesterday to declare it 
will “maintain the wage and hour 
provisions of the petroleum indus- 
tries code unless price conditions, be- 
yond the control of the company, de- 
velop.” 

Another interesting piece of dis- 
play copy was that of the Greater St. 
Louis Cigar and Tobacco Dealers’ 
Association, calling off a mass meet- 
ing scheduled for last night, at which 
it had been planned to discuss means 
of gaining the cooperation of all re- 
tailers in upholding loss limitation 
and other provisions of codes. 


Prices Cut in Detroit 


Detroit, Mich., May 29.—With the 
exception of widespread price-cutting 
in retail tobacco, cigars and cigarettes 
by stores using these items as a leader 
for store traffic, the Supreme Court 
decision on NRA has caused little 
merchandising reaction here. A quick 
survey of local advertising and indus- 
trial executives indicates that it is 


What's Wo 


source of suppl 


the business as it should be 


LET’S take the happy hypothesis that you are 
now a P.& A. customer. (“Yes, yes, go on with 
the story.”) “I think I'll switch my business 
for a while,” you say to yourself. “A new 


Then what happens? 


With your switch, you inherit doubt, worry, under- 
mined confidence. You know P. & A. would have handled 


you’re looking for sins of omission and commission. 
You begin wondering if the switch was a good one. 


Why undergo such production torture? Don’t put your- 
self on a needless rack, Mister, don’t do it. Entrust your 
needs to P.& A. in full confidence. It will not be misplaced. 


Partridge & Anderson 
Company 


712 FEDERAL STREET - CHICAGO 
ELECTROTYPES » NICKELTYPES » STEREOTYPES » MATRICES 


rry Worth? 


y might be a good idea.” 


handled. You're pre-critical; 


generally felt that the court decision 
will stimulate business and advertis- 
ing. 


Cleveland Calm 


Cleveland, O., May 29.—Despite the 
suddenness of the Supreme Court de- 
cision in the NRA case, Cleveland ad- 
vertisers and agency men were not 
greatly disturbed. The majority seem 
to feel, as Maxton R. Davies of Fos- 
ter & Davies expressed it, that the 
spirit of the codes will live on 
through self-control. There has been 
no noticeable change in local retail 
copy and no evidence of price slash- 
ing. 

“I do not believe that the recent 
decision will make any immediate or 
material difference in business proj- 
ects or marketing plans,” said L. F. 
Hussey, vice-president of Fuller & 
Smith & Ross, Inc. General opinion 
here concurs in this, and a number 
of local firms have already announced 
their intentions of maintaining hours 
and wages. 


Advertisers in 
Philadelphia Silent 


Philadelphia, Pa., May 29.—A 
strong fear that scrapping of the 
NRA may lead to unfair and destruc- 
tive advertising was voiced here by 
Herbert J. Tily, president of the Re- 
tailers’ National Council, but no such 
advertising has as yet appeared. 

E. T. Cunningham, president of 
RCA-Victor Company, said he did not 
believe there would be any material 
change in advertising. He could see 
nothing in NRA’s demise but “a lot 
of labor trouble, deflation in cases 
where various groups have depended 
on NRA to uphold price levels,” and 
general price cutting, unless quick 
action is taken. 

Campbell Soup Company declined 
to comment on advertising possibili- 
ties, while George Houston, head of 
Baldwin Locomotive Company, re- 
ported his belief that small industries 
would be benefitted. 

In an appeal to retailers to band 
together and avert a return to un- 
fair advertising Mr. Tily offered as 
a reminder the old maxim that “ad- 
vertising is effective according to its 
believability.” 


Issues Statement 


“All extravagant statements,” he 
warned, “such as continued claims to 
having the ‘lowest prices in the city,’ 
work to the detriment of all adver- 
tising. 

“I want to emphasize that the 
great majority of retailers are 
square and honest and will want to 
see the fair trade practices con- 
tinued, but the danger is that the 
pestiferous minority which thinks 
that the end justifies any means— 
the end being profit—may once again 
rear its ugly head. 

“We should remember that fair 
trade practices are not forbidden by 
the Sherman act, to which we auto- 
matically revert, and that the na- 
tional retail organizations, most of 
them affiliated with the Retailers’ 
National Council, formulated the 
code under which we have been regu- 
lated and can formulate another pro- 
viding for self-regulation without 
government support.” 


Sees Brand Copy 


Boston, Mass., May 29.—Charles M. 
Pritzker, advertising manager, Gil- 
lette Safety Razor Company, pre- 
dicted today that brand name adver- 
tising would again take the ascend- 
ancy in the wake of the NRA deci- 
sion. This is no time to pare adver- 
tising, he said. 

No copy aside from that of Schen- 
ley Distillers based on the court deci- 
sion has appeared here, and leading 
advertising interests refused to com- 
ment on possible effects of the scrap- 
ping of NRA. 


Buffalo Optimistic 


Buffalo, N. Y., May 29.—Although 
no definite reactions to the NRA de- 
cision insofar as advertising or mer- 
chandising practices are concerned 
were discernible here, agency men 
and advertisers were almost unani- 
mous in expressing the opinion that 
scrapping of the codes would be help- 
ful. 

M. I. Flagler, H. Tyler Kay and 
William G. Bryan, respective heads 
of their own agencies, were among 


those who took a cheerful view of 


the situation. Some retailers ex- 
pressed fear of price cuts, but the 
majority indicated that death of the 
NRA “will give the business man a 
clearer conception of what is ahead 
of him.” 


Distillers Pledge Aid 


Louisville, Ky., May 29.—Kentucky 
distilling interests, on receipt of 
telegrams yesterday from Dr. J. M. 
Doran of the FACA asking that the 
industry continue under FACA regu- 
lations on a voluntary basis, rushed 
into the breach with answering tele- 
grams promising full support of ex- 
isting merchandising and advertising 
practices. 


All Ready Here 


San Antonio, Tex., May 29.—The 
attitude of local advertising men on 
the NRA demise was summed up to- 
day by W. W. Watson, advertising 
manager, San Antonio Express, who 
said: “I do not anticipate any 
changes in advertising for at least 30 
days, and doubt if there will be any 
then. Advertisers will undoubtedly 
move cautiously before making any 
drastic changes.” 

Howell Jones, acting manager of 
the Chamber of Commerce, foresaw 
the possibility of some unethical ad- 
vertising cropping up. “If we are 
troubled with these firms,” he said, 
“we have a vigilance committee that 
will deal with them.” 


New Orleans, La., May 29.—Pass- 
ing of the NRA was marked here by 
a deluge of statements by retailers, 
manufacturers, code authority 
groups, etc., pledging voluntary com- 
pliance with standards set up in the 
codes. 

Milwaukee, Wis., May 29.—Adver- 
tising and merchandising interests 
here generally are of the opinion that 
scrapping of the code structure will 
clear the air for business and will 
result in greater industrial activity, 
necessarily accompanied by greater 
advertising activity. 

Wisconsin’s code-making recovery 
legislation, awaiting final settlement 
in the state legislature, is believed 
doomed by the decision. 


San Francisco, Cal., May 29.— 
Members of the petroleum industry 
on the Pacific coast were advised to 
abandon all attempts to conduct op- 
erations under’ the _ stabilization 
agreement in view of the NRA deci- 
sion, inasmuch as to do so might 
place oil companies under threat of 
proceedings under the Sherman anti- 
trust act. 

A. R. Morrow, president of the 
Wine Institute, asked members to 
continue present standards of grad- 
ing and labeling and Preston McKin- 
ney, president, Canners' League, 
called on members to operate as 
before. Voluntary cooperation as 
a means of averting price wars 
and other destructive market- 
ing practices were suggested by a 
number of industrialists and retail- 
ers. 


Cincinnati, O., May 29.—Many 
prominent firms connected with the 
graphic arts industry here, including 
leading printers, art studios, photo 
engraving plants, etc., at a special 
meeting yesterday passed resolutions 
agreeing to abide by provisions of 
their respective codes for the time 
being. Department and chain gro- 
cery stores also indicated that they 
would continue to abide by agree- 
ments set up in the codes, especially 
with reference to wages, hours, and 
prices. 

Atlanta, Ga., May 29.—At a meet- 
ing of the Georgia Bakers Associa- 
tion called late Monday it was de- 
cided to uphold code policies and 
make no changes in hours and wages. 
Other industrial and advertising 
groups also informally indicated that 
they would attempt to “go along” on 
a voluntary basis with fair trade 
practices and other provisions of 
codes. 


Editor of “Druggist” 
Harold Hutchins, formerly with 
Scripps-Howard and for the past sev- 
eral years a member of the editorial 
staff of the Hearst business papers, 
has been named managing: editor of 


The American Druggist, New York. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


HELP WANTED 


Experienced market research inter- 
viewers, men and women, in lead- 
ing cities. State age and qualifica- 
tions, mentioning research experi- 
ence in some detail and giving refer- 
ences. Box 589, ADVERTISING AGE, 
New York City. 


Advertising solicitor for new, non- 
competitive class publication. Lux- 
ury products and high grade services 
contacts essential. Write fully ex- 
perience, Refs. Commission basis. 
Box 590, ADVERTISING AGE, New York 
City. 


FOR SALE 


The best offer buys 400 A A Pos- 
ter Panels. Plant now being re- 
painted. All panels re-located on 
U. S. and State Highways in South- 
east Missouri and Southern Illinois 
covering 54 towns. Martin W. 
Operle, Ste. Genevieve, Mo. 


POSITION WANTED 


GEORGE HORACE LORIMER—or 
contemporary. Steady young editor, 
35, would wed imagination and com- 
mon sense with advertising and sales 
experience and _ beget successful 
magazine promotion. Box 588, Ap- 
VERTISING AGE, Chicago. 


PHOTO-OFFSET 


SAVE TYPESETTING AND EN- 
GRAVING costs by  Photo-Offset, 
most economical printing process. 
We reproduce direct from your copy 
for as little as $1.50 a hundred 
copies; additional hundreds  20c. 
Anything we can photograph, we can 
Photo-Offset. Samples. Laurel Proc- 
ess, 480 Canal Street, New York. 
WaAlker 5-0528. 


Restricts Outdoor Ads 
on Rural Highways 


The Maine legislature has passed 
a law providing for state regulation 
of outdoor advertising along rural 
or sparsely settled highways. Ad- 
vertisers are permitted two displays, 
neither of an area greater than 100 
square feet, within 200 feet of the 
building in which the goods adver- 
tised are manufactured or sold, or 
where the business or profession ad- 
vertised is conducted. 

All advertisers or advertising 
agencies, erecting displays on prop- 
erty not their own, or not occupied 
by them as a place of business, are 
to pay an annual license fee of $25 
to the state. Such advertisers must 
pay a further fee of $1 for each ad- 
vertising unit displayed. 

Under the new law, no display is 
allowed within 300 feet of a highway 
intersection or railway crossing, or 
within 50 feet of the nearer line of 
the highway. No display is to ex- 
ceed 900 square feet in area. 


Bostonians Elect 
Mclntire President 


Allyn B. McIntire, vice-president 
of the Pepperell Mfg. Company, and 
president of the Association of Na- 
tional Advertisers, was elected presi- 
dent of the Advertising Club of Bos- 
ton at its annual meeting May 27, on 
the occasion of the club’s 30th anni- 
versary. 

John C. Nicodemus, Northeastern 
representative, Alco Gravure, Inc., 
was made first vice-president of the 
club. Other officers are Philip J. Mc- 
Ateer, sales manager, New England 
Electrotype Company, second vice- 
president; Frank A. Black, a director 
of Wm. Filene & Sons, treasurer: Ed- 
mund §S. Whitten, Edmund S. Whit- 
ten, Inc., secretary. Elected as di- 
rectors were: Will Brown, C. F. Ho- 
vey Company; Oliver M. Drummond, 
Crowell Publishing Company; Arthur 
M. Sherrill, Liberty; Robert P. Ti- 
bolt, sales manager, New England 
Coke Company; and Herbert Farrier, 
Japan Paper Company. 

Princess Alexandria Kropotkin was 
a guest of honor at the club’s birth- 
day party. The Christian Science 


Monitor printed a special edition, 
with three pages of news on Boston 
advertising men. 
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ADVERTISING AGE 


PHOTOGRAPHIC 


REVIEW OF THE 
WEEK 


LADY IN BATH INTRIGUES PUBLIC 


BAUER & BLACK 


Wet-Pruf 


100% WATERPROOF 


CAT TS. 
a y 2H YARDS 


Fede a Be ee 
5 YARDS - ee 
4 


Silver string simulates a shower bath well enough to attract attention 
to this new Bauer & Black Wet Pruf display produced by Ziprodt, 
Inc. The reproduction of merchandise is also an interesting feature. 


PROPOSED NEW ANGLE FOR ETHYL GASOLINE 


EXHIBITS DESIGNS AT CHICAGO ART SHOW 


LYSISTRA 


quiku me 


‘ORTON 


stami CiGE 


tae 


These experiments in label design, by Clarence Kerby, C. R. Grauman Studio, are displayed in the adver- 
tising art exhibition at Marshall Field & Co., Chicago. Sponsored by the Art Directors Club of Chicago, 
the exhibition will close June 5. Photo by Underwood & Underwood. 


AD CLUB PRESIDENT GATHER TO DISCUSS IMPORTANT PROBLEMS 


This group, snapped at the annual convention of the Lithographers National 
Association at White Sulphur Springs, May 21-23, is poten of, left to right, 
Alfred B. Rode, Rode & Brand, New York; Morris Einson, Einson-Freeman Com- 
pany, Long Island City; Trowbridge Marston, Kaumagraph Company, New York, 
retiring president; and J. R. McCrady and G. O. Hamilton, National Carbon 
Company, New Fork 
Edith Ellsworth, space buyer for 
Roche, Williams & Cunnyngham, 
who has been elected president 
of the Philadelphia Club of Ad- 


vertising Women. 


PICKED AS EXAMPLE OF PHOTOGRAPHY 
oe 


20 MILES TO THE GAL. : 


Quit Busiica Around — Fill dee With Ethel 
And Make A Moll A Minute 


20 GALS TO THE MILE 


Photograph by Pohliman & Rogahn Company, Milwaukee, for Phoenix 
Hosiery Company, which was one of a number used to illustrate a 


This advertisement was one of the features of the annual "Bawl Street Journal," published last week by the 
Bond Club of New York, and caricaturing the staid “Wall Street Journal." (Story on Page 4.) 


feature article on dramatized photography in a recent issue of the 
"Milwaukee Journal." 
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